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Rough Proofs 


Eleanor Roosevelt testifies in be- 
half of air travel. Flying from east 
to west is the simplest possible way 
of stretching the inadequate min- 
utes of “My Day.” 


7, = @ 


Those who object to public bet- 
ting for the poor threaten an adver- 
tising campaign against New York’s 
proposed pari-mutuels. Of course 
they’ll have the enthusiastic support 
of the bookmakers. 
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Phoenix, says the Republic and 
Gazette, is the mecca of million- 
aires. Sounds as if Arizona must be 
one of those noble commonwealths 
without an income tax. 


7 FV 


“Men,” says Ladies’ Home Jour- 
nal, “give themselves nervous indi- 
gestion worrying over the hate of 
dictators and the fate of empires.” 

But just at this season a lot of 
them are still worrying about um- 
pires. 
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Maybe those sumer radio lay-offs 
are a good thing after all. It takes 
a few months of listening to other 
people who get paid as comedians 
to appreciate Jack Benny. 


nom 2 


Elon Borton repeats the crack 
about “Batten, Barton, Durstine & 
Osborn” sounding like a trunk fall- 
ing down stairs. But what every- 
body wants to know is whether it’s 
packed or empty. 
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He will go on being a man and 


e@she will go on being a woman, Good 


Housekeeping assures us. And both 
of them would be terribly disap- 
pointed if they didn’t. 
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If you want Snookums to develop 
into a movie star, feed him milk, 
urges Standard Cap & Seal. Does 
this suggest Scotch and soda if you 
want to save him from such a fate? 
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Liquid coffee in cans is the idea 
of Boscul, but real lovers of the aro- 
matie berry would fire their cooks 

they even suggested serving it 
warmed over. 

- 


Foreign exhibitors at the New 
York fair in 1940 are willing to 
W again if they can be guaran- 
teed freedom from labor troubles. 
They surely can’t believe John L. 
wis is a sissy like Mussolini. 
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Life Savers, Inc., is no longer 

ponsoring those parachute jumps 

it the fair. Some customers may 
t have liked the big build-up and 
awful let-down. 
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Marco Morrow, the grand old 
n of publishing, will be given a 
‘estimonial luncheon in Chicago 
‘. 18. This item belongs in the 
-about-time department. 
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‘nce upon a time a National 
gue team beat the Yankees in 
world’s series, but the children 
beginning to believe it’s only a 
’ story. 
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Copy Cus. 


Paid Time Taboo 
for Coughlin and 
His Opponents 


Controversial and Re- 
ligious Planks of NAB 
Code Invoked 


Washington, D. C., Oct. 4.—Not 
only the Rev. Charles E. Coughlin, 
but two programs which have 
sprung up to combat his utterances 
must relinquish their paid network 
programs under an interpretation 
issued today by the code compli- 
ance committee of the National 
Association of Broadcasters that two 
are using radio facilities for discus- 
sion of public controversial issues 
and the third is violating the reli- 
gious plank of the NAB code. 

Banished from the purchase of 
time on the air by the ruling are 
Father Coughlin, the Rev. Walton 
Cole, of the Unitarian Fellowship 
for Social Justice, and the “Watch 
Tower” program conducted by 
Judge Rutherford. 

Father Coughlin has been using a 
special network of about 50 stations 
to wage war against proposed repeal 
of the arms embargo. All but three 
or four of these stations are mem- 
bers of the National Association of 
Broadcasters, who presumably will 
be bound by the ruling of the code 
compliance committee. On the other 
hand, the Coughlin contracts, in 
some instances, at least, run to Dec. 
1, 1940. One non-NAB station said 
that it will continue to carry the 

(Continued on Page 8) 


First Member of 
Four A’s Signs 
FTC Stipulation 


Washington, D. C., Oct. 5.—Ralph 
H. Jones Company, Cincinnati, this 
week became the first member of 
the American Association of Adver- 
tising Agencies to sign a Federal 
Trade Commission _ stipulation 
agreeing to discontinue certain rep- 
resentations in the advertising of a 
client. The incident marked the 
second time the FTC has insisted 
on an agency’s signature along with 
that of the advertiser, the first hav- 
ing involved the Raymond Powell 
Company, Memphis (ADVERTISING 
AGE, Sept. 11). 

According to the FTC, the Jones 
company agreed “to cease dissemi- 
nating advertisements which repre- 
sent, directly or by implication, that 
sugar syrup is usually used in 
flavoring grapefruit juice, or that 
‘Kroger’s Country Club Brand 
Grapefruit Juice’ is the only grape- 
fruit juice to which dry sugar is 
added.” 
| The Kroger company stipulated 
|that it “will cease advertising, di- 
| rectly or by implication, that sugar 
|syrup is usually used in flavoring 

(Continued on Page 8) 


| DIRECTORY OF FEATURES 
| Ad-libbing re 12 


Basic Business Index 
Coming Conventions 


| Editorials ......... 12 
| Farm Paper Linage 3 
Getting Personal .. 29 
Information for Advertisers 12 
Magazine Linage ... 37 
Photographic Review 39 
Promotion Review ... 23 
Rough Proofs ......... 


| Voice of the Advertiser... . 


AGENCY CARRIES ON 
ela) 


First International 
Agency Led. 
ffeboctising 


* 


“J'y suis, j’y reste” 
London is our home town and in 
London we propose to remain. Our 
clients are continuing and we ‘are 
| proud to be continuing with them. 


Any reputable advertiser needing 
full and uninterrupted service will 
find a cordial welcome and—may we 
say it ?—the best kind of advertising 
help, if he will come to F.1.A. 

An Agency, compelled to close its 
town office for any reason, can also 
have genuine help and an honourable 

rs to safeguard its i 
“for the duration.” 

Please telephone—we wil! respect 

your confidence. 
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BUSH HOUSE 
STRAND, LONDON, 


Telephone Temple Bar 2 


| —€T)) 
Typical of the determination of British 
advertising men to continue their work 
as long as possible, is this pronounce- 
ment which appeared in an English ad- 
vertising weekly. (Story on Page !0) 


Ford, Chevrolet 
Renew Battle for 
Market Supremacy 


Detroit, Oct. 5.—Chevrolet and 
Ford, the giants of the automotive 
field, are ready to renew their com- 
bat for leadership of the industry 
and all of the rewards which ac- 
company it. Ford launched its an- 
nouncement campaign this week. 
While Chevrolet will not fire its 
formal salvo until Oct. 14, it has 
been active in whetting the curi- 
osity of the public with pre- 
announcement copy. 

About 6,800 daily and weekly 
newspapers will carry the Chevrolet 
story, and other media will take up 
the refrain as the New York Auto- 
mobile Show officially opens the 
new sales year. 


Important Refinements 


Ford has also leaned heavily on 
newspapers thus far, with national 
magazines and farm papers sched- 
uled for generous insertions. Full 
outdoor showings are also being 
utilized. 

Newspaper copy is telling car 
buyers of 22 important improve- 
ments which have been added to 

(Continued on Page 4) 


Advertisers U 
Changed Distr 


Agencies Suffer 
90% Shrinkage in 
Billings Abroad 


War Deals Severe Blow 
to American Branches 
Operating in Britain 


New York, Oct. 5.—An estimated 
$18,000,000 to $20,000,000 annual 
business, comprising the billings of 
American agencies that maintain 
branches in England, has shrunk 
about 90 per cent since the outbreak 
of war, Howard D. Williams, vice- 
president and general manager, Er- 
win, Wasey & Co., told ADVERTISING 
AGE here today. 

Back from a flying visit to Lon- 
don, Mr. Williams declared that 
there had been “almost a complete 
stoppage” of advertising in Eng- 
land at the start of the war, but 
that recently some advertisers have 
resumed with modest programs. 

The dearth of advertising is in- 
dicated by an examination of Lon- 
don newspapers, Mr. Williams 
pointed out. Such papers as the 
Daily Mail and the Times have been 
appearing with as few as 10 pages. 
Erwin, Wasey’s branch office, along 
with all other London agencies, 
has naturally been hard hit both 
by loss of business and personnel. 


Sees Hope for Future 


Mr. Williams indicated that it 
would be foolhardy to predict the 
future course of advertising in Eng- 
land during the war, for the situa- 
tion may change daily. He does not 
consider the outlook hopeless, for 
several reasons. 

One is the lesson léarned during 
the world war by many advertisers 
who ceased all promotional efforts. 
When peace finally came, they had 
to start all over again to win con- 
sumer response for what had for- 
merly been familiar brands. Other 
advertisers, even though unable to 
fill orders, continued to keep their 
names before the public throughout 
the emergency by maintaining mod- 
est advertising. At the conclusion 
of the war, these advertisers reaped 
the harvest of their foresight, he 
said. 

Another hope for the future is a 
ruling still on the statutes from the 

(Continued on Page 35) 


Chicago, as comptroller. 


a 
Last Minute News Flashes 
Yates Leaves Lady Esther for New Field 
Chicago, Oct. 6.—William H. Yates has resigned as advertising man- 
ager of the Lady Esther Company to join United Wall Paper Factories, 


Lady Esther will eliminate the title, Alfred 
Busiel, secretary-treasurer, resuming sole direction of advertising. 


-Mennen Company Expands Campaign 


| New York, Oct. 6—Mennen Company, now conducting its most ex- | man’s best friend—the unsuspecting, 


Small space insertions 
H. M. Kiese- 


Gillette to Introduce New Dry Shaver 

Boston, Oct. 6.—Gillette Safety Razor Company will soon introduce 
a Kumpakt dry shaver to retail at $10, it was learned here today. Full 
pages in four national magazines will be used for promotion of the new 'ber toothbrush that accompanies 


product, which weighs only six ounces excluding the cord. 
|| announced that the price of the Gillette de luxe shaver has been reduced|is so inclined he can apply the 
ig | from $20 to $15. Maxon, Inc., Detroit, is the agency. 


It was also 


rged to Gauge 
ibution Pattern 


Conference at Boston 
Gets Long-Range View 
of Trouble Ahead 


Boston, Oct. 4.—The Boston Con- 
ference on Distribution, staging its 
eleventh annual session here this 
week, took over a few new prob- 
lems in addition to those it has con- 
sidered in past years. These new 
problems, obviously inspired by the 
existence of the war in Europe and 
changing trends in basic economic 
patterns, dealt not so much with the 
immediate effect of the war as with 
the resultant effect of a changed 
economy upon the entire world of 
business, advertising and merchan- 
dising. 

The complete conference was 
divided into several approaches to 
both the present and future distri- 
bution problems, including: 

1. Important trends affecting dis- 
tribution. These ranged from such 
contemporary matters as copy test- 
ing to a long-range view of a busi- 
ness system bereft of such well 
known concepts as “private prop- 
erty,” “free competition” and “in- 
dividual initiative.” 

2. Analysis of the effects of 
science and invention upon distribu- 
tion; development of television, 
plastics and glass. 

3. A many faceted approach to 
the question of regulation of busi- 
ness practices. 

4. Distribution costs and general 
marketing problems. 

Among those to take a long range 
view of distribution, and per se, 
advertising problems, was Dr. Har- 
low S. Person, consultant in busi- 
ness economics and management of 
New York. Dr. Person, who has 
had many years of experience in 
teaching and writing on economics, 
indicated that the basic pattern, the 
economic structure upon which 
business had been based for the 
past century no longer existed. 


Exploitation Is Gone 


“The expanding market which 
has disappeared,” he commented, 
“is the market whose expansion is 
based on population increase and 
territorial extension and settlement. 
The only new expanding economy 
of equivalent dynamic force that a 
rational mind can conceive is one 
whose expansion is based on com- 
plete and balanced integration of 
advancing technology into the cul- 
ture of our society.” 

He named as one of the basic 
causes of the world war the under- 

(Continued on Page 33) 


They're Taking the 
Joy Out of Life 
Even for Poor Dogs 


Des Moines, Oct. 5.—Now that 
virtually all America is halitosis- 
| conscious and B.O.-wary, the civil- 
izing process is being applied to 


34 | tensive radio and magazine campaign, today announced that it would | g)}-trusting canine. 

add newspapers to its copy schedule Oct. 16. 
will appear twice weekly in 50 newspapers until Dec. 21. 
5 wetter has the account. 


According to copy inserted in 
| Dog World by Ken-O Products 
Company of this city, hounds that 
really want to get ahead in the 


| world can avoid halitosis, pyorreah 


| 


| and decayed teeth by using Ken-O- 


Dent. An added attraction is a rub- 


j}every can and if the mutt’s master 


preparation to the pet's molars. 
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New Erwin, Wasey 
Division to Work 


on Product Research 


To Seek 


Factual Basis for 
Types of Copy 


Chicago, Oct. 6.—Erwin, Wasey 
& Co. today gave further emphasis 
to the widened scope of agency 
service and to the recognition by 
agencies as well as advertisers of 
the need for an increasingly factual 
basis in all types of copy, by an- 
nouncing the formation of a tech- 
nological division for scientific work 
in chemistry physics and nutrition. 

The new livision, believed to be 
the first of its kind ever operated 
by an adve tising agency, will oc- 
in the 
agency’s recently enlarged offices 
It will serve clients of all 
Erwin, Wasey offices and will co- 
operate of course with clients’ own 


cupy considerable space 


here. 


research activities. 


Research will be under the direc- 


Increasingly 
All 


tion of Dr. Frank E. Hartman, well 
known consulting chemist who has 
served many national advertisers. 
Dr. Hartman, in conducting the 
technological division, will continue 
to operate independently in serving 
his other clients. 

As much work as possible will be 
done in the agency laboratories, 
while plans have been perfected for 
cooperation with a clinic of affili- 
ated experts in various fields who 
will carry out more comprehensive 
research. 


Wasey Charts Objectives 


Louis R. Wasey, agency president, 
said that the new division is in- 
tended only in part as a service to 
agency clients. From a_ broader 
viewpoint, he expressed the belief 
that it will make a significant be- 
ginning toward rendering advertis- 
ing more factual and believable, 
and toward the marketing of prod- 
ucts which can offer consumers 
greater value for their money. 

He stressed the fact that the 
critical attitude toward advertising 
now taken by some _ consumers’ 
groups and government agencies de- 
mands a responsive attitude. Ad- 
vertisers, he said, are certain to 
benefit from constructive efforts to 
meet the criticisms that have been 
directed against them. 

Other executives of the agency 


said that establishment of the new 
division might be indicative of a 
changing trend in agency interest, a 
shift away from copy testing to- 
ward product testing, with the be- 
lief that the latter is of greater aid- 
in putting merchandising programs 
on a sound basis. 

Dr. Hartman emphasized the 
value of a sympathetic attitude to- 
ward such developments as the new 
food, drug and cosmetic law. This 
and other recent legislation, he said, 
is not a fad, but is the natural re- 
sponse to the need for a correlation 
of scientific facts to product presen- 
tation, and the interpretation of 
these facts in terms of popular un- 
derstanding. 


Continental Steel 
Advances Hite 


N. L. Hite, formerly assistant 
sales manager of the wire division 
of Continental Steel Corporation, 
has been appointed sales manager 
of the division, succeeding William 
H. Childs, retired. 

Frank L. Hornbrook has been 
named assistant sales manager. 


Fonda-Haupt Adds Buente 


George P. Buente, formerly with 
Addison Vars, Buffalo, has joined 
Fonda-Haupt Company, New York, 
to take charge of the radio and 
radio merchandising departments. 
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1 AMERICAN SHIPS are SAILING 


the EXPORT TRADE ROUTES.. 


Orde -s are Coming in by Airmail, by Cable, by Phone 


PPORTUNITIES for American 
exporters today are greater 

than ever before. Immediate sales 
to the world not at war are easier 
to make than in a generation. Latin 
America, for instance, has had 
15.4% of her total imports stopped 
—from Germany alone. From other 
nations who account for 52% of all 
her exports, she can expect little. 
Latin America and other neutral 
nations, too, in Europe, Atrica and 
the Far East must now turn to the 
U. S.— the ONE large industrial 
nation not at war — for manufac- 
tured products of every type. 
Heavily laden American ships are 


sailing the export seas — supply- 


can look forward to much lucra- 
tive business — NOW. 


Perhaps this is a seller's market. 
Perhaps buyers are coming to 
you hat in hand. Perhaps you can 
fire all your salesmen. Perhaps 
you can reap this golden harvest 
with very little effort. But here 
at *B.P.1.C., we doubt it! NOW 
is the time for you to constantly, 
continuously keep after business 


with keen salesmen, 


YES —a lot of foreign bus- 


iness is coming in. BUT— 
mighty few orders are being 


handed out on silver platters! 


with able 


Send for International 
Confidential Bulletin 
No. 19 


Here is a rush bulletin that 
helps to clear-up any misunder- 
standing as to the possible re- 
sults of the Pittman neutrality 
bill. Among the angles discussed 
are: a—restrictions on Ameri- 
can ships in carrying cargo and 
passengers to belligerents. b— 
commitments to French and 
British points. C — zones open 
to American shipping. Also, d— 
a brief discussion of the British 
“Black List.’ e— allied buying 
missions. The last minute news 
in this confidential bulletin is 
of interest and importance to 
all exporters. Sent upon request. 
Send for your free copy of Bul- 
letin No. 19 — today! 


ing the world’s needs when sup- 


plies are hard to get. 


But it’s an ill-wind that blows 
nobody good. Latin American 
countries find an increased de- 
mand for their raw materials, par- 
ticularly among warring nations. 
Money is coming into Latin Amer- 
ican nations faster. That's why 
they have more money to spend. 


That's why American exporters 


merchandising. OR— your com- 
petitor who does these things... 
who continues to sell now...will 


get his name on the dotted line. 


*B.P.L.C. suggests that you pull 
no punches in telling (1) what 
you have 'to sell, (2) where to buy 
your products. Put up your signs 
where they'll be seen — read — 
believed. Put them in one or more 


of the four *B.P.I.C. publications. 


Each specializes and stands pre- 
eminent in the field it serves. We 
can be of help. Get in touch with 
your nearest *B.P.1.C. representa- 


tive now. Get your share—of those 


export orders that are rushing in 
... by airmail... by cable. . 

by phone... of export deliveries 
that are sailing the trade routes 


in American ships! 


INGENIERIA INTERNACIONAL 
EL AUTOMOVIL AMERICANO 
THE AMERICAN AUTOMOBILE 


(Overseas Edition) 


EL FARMACEUTICO : 


“Business Publishers International Corporation 


330 WEST 42nd STREET * 


NEW YORK CITY 


BRANCH OFFICES — 16 So. Broad Street, Philadelphia, 1427 Statler Bldg., Park Square, 


Boston; Hanna Bldg., Cleveland; 520 N. Michigan Ave 


, Chicago; General Motors Bldg., 


Detroit; 68 Post St, San Francisco; 517 North Beachwood Drive, Los Angeles, 1105 


Rhodes-Haverty Bldg., Atlanta, Ga 


| 
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WINTER MOTORING RIGORS NO PROBLEM NOW 


DONT HIBERNATE-INSULATE* 


Protect your car for winter... zoz / 


TEXACO DEALERS 


HeNeCe SETOS WHT TEE TO cere im the TRRACO Sy ae 
Livery Wedorsday night 


PRAT RE 
Lotusabne Seewerte 


Don't Hibernate, 
Is Texaco Appeal 


to Timid Motorists 


New York, Oct. 5.—Emphasizing 
the ease of winter driving if proper 
lubricants are used, The Texas 
Company will attempt to lure fire- 
side-loving motorists to the cold but 
open roads this season with a cam- 
paign built around the slogan “Don’t 
hibernate—insulate.” This commer- 
cial battle cry, which made its in- 
itial appearance this week in The 
Saturday Evening Post over the 
symbolic illustration of an_ ice- 
bound bear, will dominate Texaco 
advertisements during the cam- 
paign. 

The term “insulate” refers to the 
various products and services sup- 
plied by Texaco dealers, which in- 
sure easy driving during freezing 
weather. Marfak grease, Texaco 
oil, and gear lubricants are listed 
as the “insulators.” 

A feature of the campaign is a 
series of little bear cut-outs, one for 
each of Texas’ products, which will 
be found “climbing” poles at service 
stations, as a reminder of the theme 
at the point of sale. Insertions in 
Collier’s, Liberty, Life and Time 
follow the Post opening shot. The 
theme will also be emphasized on 
Texaco’s “Star Theatre” program 
on the Columbia Broadcasting Sys- 
tem network. Newell-Emmett Com- 
pany handles the account. 


Plenty of Old Angus 


National Distillers Products Cor- 
poration, New York, used 1,000-line 
space in major newspapers plus 
copy in several national magazines 
last week to announce that no 
shortage or difficulty in delivery 
was anticipated regarding its Old 
Angus imported Scotch whisky. 
This brand is the product of seven 
Scotch distillers and has been sold 
in this country by National for the 
past two years. 


a twil hour of atb-cons eutertainument— 
oe RAT. #00 CAT, 00 MST, Gm PST. 


FOR FASY SHIFTING THIS WINTER 
USE TEXACO GEAR siwpicanrs. 
& oe ws sats aoe speci a ae 


Advertising ‘Men 


Plan Testimonial 


to Marco Morrow 


Chicago, Oct. 5.—A_ testimonial 
luncheon to Marco Morrow, vice- 
president and assistant publisher of 
Capper Publications, marking his 
recent completion of 30 years as a 
member of the board of directors 
of the Agricultural Publishers As- 
sociation, will be held at the Ste- 
vens Hotel here on Oct. 18. 

Advertising, agency and publish- 
ing executives from all parts of the 
country will attend the affair. Vic- 
tor F. Hayden, secretary of the 
association, said today that all who 
desire to pay tribute to one of ad- 
vertising’s pioneers, will be wel- 


come at the luncheon. Reservations @ 


should be sent to the association’s 
headquarters, 333 N. Michigan ave- 
nue, Chicago. 


Maxwell Heads 7 
St. Louis Ad Club 


Ray Maxwell, advertising man- 
ager of Missouri Pacific Lines, was 
installed as president of the Adver- 
tising Club of St. Louis last week. 

Other officers are G. J. Lehleitner, 
Commercial Letter Company, first 
vice-president; Charles H. Gardner, 
Gardner Advertising Company, sec- 
ond vice-president; Robert A. Wil- 
lier, Wabash Railway, third vice- 
president; Robert Lee Johnson, 
Johnson, Inc., secretary, and Fred 
E. Winsor, Outdoor Advertising, 
treasurer. 


Two Appoint Cummings 

Earl M. Cummings Advertising, 
Rockford, Ill., has been appointed 
to direct the accounts of Shamrock 
Fold-Away Basket Company, Madi- 
son, Ind., using magazines, business 
papers and direct mail, and Kayon, 
Inc., Milwaukee, using business 
papers and direct mail for its line 
of shoe cement presses and shoe 
cements. 
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With current circulation (October issues) estimated at 1,535,000, 
Modern Magazines announces an increase in circulation guarantee 
from 1,300,000 to 1,400,000. Until November lst advertisers may 
continue to buy for all 1940 issues at the rate based on 1,300,000. 
This indicates a circulation bonus of 18% ...a cost per-page-per- 
1000 of $1.69... the best bargain buy in the magazine field today. 


CURRENT CIRCULATION 


MODERN SCREEN MODERN MODERN 
SCREEN ROMANCES ROMANCES MAGAZINES 


AUGUST... . 639,916 216,984 613,356 1,470,256 
SEPTEMBER . - 661,332 220,576 650,456 1,532,364 
OCTOBER. .. . . 650,000 245,000 640,000 1,535,000 
AVERAGE. .. . . 650,416 227,520 634,604 1,512,54¢ 


Buy Mow aud Fuy fer 13000% 


For years the Modern Magazines Group has been the first buy in 
the group field carrying more advertising than any other group. 
Now, this leading group can be bought for all of 1940 at the lowest 
cost in the group field, the lowest cost in the women’s magazine field, 
the lowest cost best buy for 1940. 


MODERN MAGAZINES 


MODERN SCREEN - SCREEN ROMANCES - MODERN ROMANCES 


The Widelle Class Group 


149 MADISON AVENUE, NEW YORK, N. Y. 


Sinn ee nS 


a ears Pate Lee, gel 4 “ad 
ge —————— om 
ea a ee : eo 
SN | 7 ; 
re a 
e ar - ‘ j » , c - . Pr « ? x of _ A 
‘ , 7. he r ~ a‘ 5° > i. : 2 4 t o R < oe . . e . ae” *, i dee t 
; , Be’ 5 or R + vi ,.. , $ : t <P oes, Ss Hy ai! 
ae ss 4 ; es 4 Oe it tyae ME ae 2 
; 'f ; , , ¥ Sait” wr Rae Vanes sty Sy ers of tot i 2: a PD. 
Dm Pach FFE a ee Reh tae oe ee ; 
if h eae: : ‘ ers ‘ Pte ee oe, fet P ge: ae ah 2 rae Fy. 
cate pele : dy. oe wae Oey wet Fe r WSR. Pam fore pe . eran 
ENG 2h ee : OO AL eel 4 08 Yr eg ees s Mi ev Be wk wi 
| Po i le on gE UAE thy Wake Sera ee Sinha! 
Ph a eae a ve + swe: ee ee . AE as ms mm +o. ee: A rn . <f AY ; 
, - Paar IS cae te ¥ ara sy va - igi te-” Oe Te ‘ : Ave 
hats Pie int cwone. Ssyeans) - Came eee. fe ice Le. c 
* ro * ad * oan way Fae he ae ~ * -** al P A a s ‘ ta =) 
= a Oct ipa! LSS SRE IT Oe 7 “ bik th : 
anh ?¢, xf ea Se ‘vale 4 Tap hye rh th a 2f ty - ; -" ” , ( “eae dye he mh rt 
f oe, ) OR ee > aS 7 es ee . be oy es we ace * ow aa, ve ~ es eu f° 
bal See iu, Orage coe ree aes aries mf RP ere opt a i 
hie ee F 4 ra Bi “ d ‘aie is ¥ siat=* Poy ; : nt Agta we sd Bij x ty 1 ee a H : : : E 
Sites. 2 Me Sv eas Me Xt Pre fee ee Th a a, 4 ‘ f Ee ; =~ Sh “ i 
, Saar £: Be Ae eee onakee : x a (REY Bo 11% oh Atte 3 " 
, Oe ag Fm, - > eee “ud a os. wh “. -! ihe ve h re a: ee ~ pe; 8 5 
i ry er oinita ) he ‘ St 4 Soe nti. ae 4, i ae ; 3 RA oe _ a LOU eae ad 
ie, 3 » i ae "ea ,,- “ ‘e) Fate y at ua My rs : ; ”y f . 88 ces ? ’ 
a4) “t hee he ‘ ed “ bi aD -¥ 7 3 = PM pit ae ‘ ee ey oe | pee if ”) As * “ws: At 
. ‘ bat if .. ‘ e : ‘i 3% ¥ ee 9 ,, on ‘ = ; b> ay ‘ $3 ‘ ¢ 4 f Pad o* ww $ 
phe ye! 7 : o y* ) paige: Pe YE Pee ees Ree eh ier ce Hea eS 
2 ‘ *, ; is eee ay fee ee Le5) 07 Coote vt oP Gee 
sya i “ we on prateui neo tat on a 3, a beh Vt ie 
ce, ; * st, aa oe I. ip ag ted a . 4 . fe i Oe oh + see ies va .) 7 é fi. 79 rate" ; . 
ac i * Ay 3 he oo. we | ‘ eee » “f. eee Tat oe See a ¢? ‘ Ag ¥- " 57) ‘ 
vet rx tt . g Rid |. Sx 4 ee hr sins 5 Se oe ney ‘ } eee ITE Wiens”. i. Rte ,; ee ay y ma . 
: m3; ee te an 4 ce te ee oltg TA Sarah ae 4 Ct co are he ih ote! ’ 3 . hte 
Te # ge, "ea bed *o *?. - at te < i el A oan » A wt a ‘ie J ° OS Aa ’ 
| yoke ne aS f . BY ew gt RP yaa e asf ae a ar ¥ Ab Sag uu hngat rey . 
rl +5? ‘Fe, a cere : wid 2. Mate chee * 4 P i ee rest! $3. 
et Wepse Bea? dare eg a age og se SO A ? Seth GMS ihe Mb Vins 
» AE TE le lll? GEG ai an Ms v0 . AMIE OSS RE bs: | 
J OBS, Lee ee rf. ¥ : mm ep ee ee ws, e*. fa" ° ‘ 2% ¥ Rennie igi po Seh,. Beet we age 
wet ' ekg ms a 1 wen he 6 Ea IA ny % ty EAN ; FF es at es coer rane See 
ia C cone . y Pe ef MM A ‘ ve s > “ “Fie etn 8. « ft ‘ “tad a > bs Land E36 = 3? Ps gy P ae + . Seite A 
. eee aA De > Se - ) Ais “teat "2s 0. aleve a’ ¢@,*3 , at MD: +9. 5 ‘ . 8; - “4 ds oo age ad 5 See — ef. . “s yi" in 
PRE id eee 7 wae lee eg RT a ~ rd if: ese, Pipe, OF 5s sqe ne or sath a LEE 
ann” if fa ie eee Te > ts Pee Fiat Se el: a gi , For aad 
, oe pM fy fate 4, FEES RE ae AB Ps Bf PES. t. 
Ae Lhe " : .! — ' pe Sduegen fos “gee s ve “a Cae a) biel 8! od fi es ee we, a. 
a IP, ina re a Sige a Byte se heen es ; a we 4 
c ‘ aM SOY Ray eae fost AES og , BMPs: NT a=" te ae r, “e ace: ¥ 
4 ME ve. A ¥* oy . a A ee WA AN, ’ oe ee ts mene ter fe” ot els ‘A pp te. rer a 
. ay fe M4 ee ghey » 8 4 : ei gue:  aty.® “S, f yee ge ona et NS Wee . pete? *. e+» ye eae S Py a Te 
| Tf ee he gaat i AE EY BA oh mie A eee Pe ££ GE. ee Beet 0 cea e 
7) Saree wae oye eye A a EG ;: th, fon » Min oe —_ | (8 Se EE Eee SS a 
how, “ n er ae iy Sy ae Tak bg Y x canbe ve . ol Petes $ ve Rol TR aa a's. me A ASS ry - t ° 4 . HS oo ge ve" rt ’ eee 
i a eer, te ee 5. 2 “4. igh, re ‘ wv a0 2 Oo &=; athe Mee: eax". * Zs sie: bay whe a 98 aad ' 
Bes ©! a meh: oe ; ree: isl ae s ? AF as: he SS re TCS Be eee eS oy e Saw ty bi “Lene ee uae eee fa ti 
a beats fc fg G9. pepe See SEE ee See SS ee ER? pee eee ae 
bet eae gy! RE . J me { hy ~ ne pe P\. Dy eee yey bes nee hed AY ie SRO | 7. Stare ' 
Hi atm it dee ae Ke pt ot ore ae on, . Ae eh Bit oe Sey To od Seager penariaraeecieeeeneatar 
of, i Rey is od S ray. sige ae, ib a A ‘res a as i ee poh Fis Sateen astute eee See bl 
— . ws A A pr ; Pe eae. ae x} Pats Oi Ce #4 ATs erst oe eo aie teers in “8 pe nLeecaIncecn lence RRO earere Sees ve 
ceo en : 22 gh ion Rae Ae | ie ate ty, ate sa : Bee scnd — 
Si aie “ igh gis Nyse PE a Woe hoo eee eS At oy YY we OEY 3% Sees ¥ Ss 
Eos ers “ti: te Bes cus tite SN AGS: 4 AS nah ile 4 i TERS See ‘2° 
pase 1k A ad “ev 2 a “trys site ? aay ; Pits , ‘4a ewe pe a cud a EES a a 
sae OOS oy OM alg oe “ 2% a eye Ls 44 ef o ane et = Md dete - . eae — 
peed ye gh Hs fe MF Oa S LA eee Ss ve By States, : 
atetecens Sa By 17:0 os et Ser : . - 73S . stetatatetete 
ees “J vt Le sae hou ey WS pe yet 190, - Bec - 
Ses “he i mire sale Sek ee ds 54 Bsesesnonen a Be 
Bee SO Ae see = 
teieeretes > + oe Bas : > 
Se ~ encore ae 
Sd See a 
pes See 
i ececerens 
oe Se - 
gar Bs 
sees sas 
ee a i aati. 
Hee sn ae 
a pass — os 
Prennnd eecarit i 
See poses 
Tees _ 
Ses Soon 
pe es f 
Besson pean oe WE 
Bia es vo 
Seas oS eee 
ee Setatereneees a 
Se ee 
ee ee col Ask 
ee ee . 
“ieee Bese 
weheeaee petits 
seen es 
Ses ee S 
Seheaees eee —_ 
| oe Se if 
| See aoe _ 
| See Shes : 
tatettatetatats eacoretene® 
} ieee Sees : 
| =e se 
‘ Sees sates 
. see ee se 
‘ piatetatetetates ns 
See se m 
See siaoaes 
reetesasssaenents meen aa ee 
| Se a — 
} Seat Sd ree 
: See Sa - 
eteletetetatetst ss cS 
seletetetetetetet poNratatatatat ’ 
; ee rattneeestect ” 
SR es 
Se Soar Lt 
Se ea . = 
ieee pscencsa a 
[| ee ait 
sees Sees Pisin 
eee es : rod . 
Sone Sa yee 
ee snes 7 
Resa Ses oo. 
Rearend seems eal af 
nee ae asia 
pase Sea “ae 
cco Rese , = 
sie bran ie 3 4 
tatete eeeteretete ae ‘ 
ssc sea i 
“sae pec 
See Sees : e 
eae parses i 
eteta Ss By 
Bcd a ; 5 
ee ee 7 | 
tas Soe = 
spam Ses veo 
ete SESSES — 
Rn Serres = 
eet Rs = 
Sees occa ; 
See Sate (iti 
Roened Bivcnnancnsennnd : 
esmeaee ER SERS RRR a ae 
Ses . wean icant names Oia reo pee aes ante spe ee : Rocce = EF 
STS se PEE poses on Be Seeman Riossaeenannna nn Rostcncatnt SSothaeeeeas Somes iis ak te 
See Seti nn tittinatiaam came anc caer ae a oe aE & 
weenie ee gee cna Paro Baia Eres ee ee ee Seeman onan SO OE Se Le Nuacia 
a ened “ (om eeteege Pataaet id Ae me . nents a : f, Men sano ten : Bihan cane nas scecet nas ernanenenc enn a Saanennaentseeneres aceannncten 25) Ratatatahatatates eat eatatates raat cate oe - OS Et ee 1 < , - 
Be fe sarees Bis EE rea a Bie ese dorern torn Seer Re RR sane f 
me a Boia Tei ELL ERE SED TE SE . 2, nore 
SSE AEE TOE EIR I Rs | : es Oe ees 
: \ a ‘ 3 » , * ; ot rv ; ae = r ° : a 
i a te | Se ie 


agar ea eat 


ADVERTISING AGE 


igo s. 


i 
oa 
a 

oe 
ee 


October 9, 1939 


FIC Allegations 
Denied in Answer 


Filed by Hearst 


New York, Oct. 5.—Denying all 
important allegations made in the 
complaint, Good Housekeeping 
today filed its answer to the charges 
made against the magazine in Aug- 
ust by the Federal Trade Commis- 
sion, and moved for the dismissal 
of the complaint. 

Good Housekeeping’s amswer, pre- 
pared by Isaac W. Digges, attorney 
for Hearst Magazines, Inc., denies 
that the magazine “performs any 
activity in interstate commerce,” 
other than selling and distributing 
copies of the publication, that it 
“uses or at any time whatsoever has 
used any unfair methods of compe- 
tition in commerce or any unfair or 
deceptive act or practice in com- 
merce.” The answer also denies 
that the complaint “states facts 
sufficient to authorize the Federal 
Trade Commission to maintain the 
proceeding.” 

The answer alleges “that the con- 
tents of the complaint are so vague, 


: . : | 
| uncertain, indefinite, confused, con- 


\fusing, argumentative, ambiguous, 
_ self-contradictory, inconclusory and 
unintelligible that the respondent is 
|unable to form a belief as to the 
|charges intended to be set forth 
| against it.” 

Seeks More Definite Explanation 


The answer continues to allege 
that Good Housekeeping “is there- 
fore not in a position intelligently 
to answer those charges as alleged, 
and further alleges that the Federal 
Trade Commission has failed and 
refused to correct the said defects 
in the complaint by denying the 
respondent’s motion to make the 
complaint more definite and cer- 
tain.” 

Claiming that its lack of informa- 
tion as to true charges prevents 
its forming an opinion as to the 
allegations, the answer states that 
the magazine “denies each and 
every allegation contained in the 
complaint and leaves the Federal 
Trade Commission to its proof 
thereof.” 


Asks Amendment of Charges 


The document concludes by say- 
ing that Good Housekeeping prom- 
ises to give specific answers to the 
allegations if the FTC will amend 
the charges so that the “true mean- 
ing” will be clear. 


Michigan Wineries’ 
Copy Asks Farmer 
for More Grapes 


Detroit, Oct. 4.—Michigan’s place 
in the sun as a wine producing state 
is being emphasized in promotional 
effort of the Michigan Wine Insti- 
tute, whose current attention is de- 
voted to increasing the acreage 
given over to the better varieties 
of grapes. 

During the recent state grape 
festival at Paw Paw, the Institute 
used large space in several news- 
papers to tell farmers of the profit 
possibilities in the sale of Delaware 
and Niagara grapes to the vintners. 
To gain greater consumer attention, 
a million reprints of these inser- 
tions are being used as package 
stuffers, and display pieces in res- 
taurants, taverns and other places 
of sale. 

Michigan produced 60,000 tons of 
grapes this season, thus moving 
ahead of New York and Ohio al- 
though trailing far behind Cali- 
fornia. Michigan’s claim to leader- 
ship, however, is based on the fact 
that California grapes have their 
origin in the old world, while the 
former’s are truly American. 
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GOOD RETURNS 


* 


Good returns are reported by advertisers using space in 
Popular Mechanics. In many lines, too. Here are a few: 


CHANICS 


— 


200 East Ontario St., Chicago, Ill. » New York + Detroit » Columbus 
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MEN’S WEAR AUTOMOTIVE PRODUCT ) 
Popular Mechanics worked out very Will be in Popular Mechanics every 
) well, and will be in again in the fall. year because it is the key magazine. ( 
) (They are.) (Now fifth year and in every issue.) ) 
) TECHNICAL SCHOOL BUSINESS OPPORTUNITY MACHINERY ) 
) Popular Mechanics has always pro- Popular Mechanics the best payer ) 
( duced very well. (Began June, 1906. and will use it to the limit. (Based on 
Using every issue.) records since 1932.) ) 
HOME EQUIPMENT _ a ) 
) On last checkup on returns Popular There's quite a varied list of prod- ( 
( Mechanics was in the lead. (Will in- Uent, Come sold direct and others 
) clude it in next schedule.) through retail outlets. Enough to show ( | 
\ that readers of Popular Mechanics are ) 
( WORK SHOP ARTICLE a profitable market for any goods men 
) a buy or have a hand in buying. ( 
( Over 4000 inquiries in two months 
) from a half page in Popular Mechanics. Are you selling this market? For ( 
\ (An experience during eighth year.) years, the cost per page per thousand ) 
has been under $1.50 and right now it | 
) SPORTS GOODS is far below that figure. ( 
, Popular Mechanics is the No. 1 pro- If you want more details and not ) 
\ ducer. (At the end of second year.) just this general reminder write us. ) | 
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FORD LISTS 22 IMPROVEMENTS IN NEW LINE 
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C/AINNOUNCING the new Ford cars for 1940 
WITH 22 IMPORTANT IMPROVEMENTS 


New Ford V-8 cars with style and beauty, made sill more comfortable to ride in and still easier 
to drive —carrying forward the Ford idea of modern, efficient transportation at economical coat. 
New exterior beauty * New interior luxury ¢ Finger-Tip Steering Post Gearshift * New Controlled Ventilation * More leg 


New SealedHeam Headlamps © New “Plocting-Felge” Seat Cashion» 


Tweway adjustable driver'sseat © New cidke-stabilizer (35-hp models) © Lmproved 


room, more ating comfort * Quicter operation * 


New-type resilient fromt seat hacks * 


-pring <aspension (8)5-hp models) ¢ Improved transmission * New curved dise wheels * Improved drums for big 


hydeautic brakes ¢ Self«g@ling, doubleacting shock absorbers © Bigger battery and generator * Battery Condition ludicatur 


Teospoke steering wheel © 


weessible 


New instrument panel 


* Dual wipers at base of windshield © 


Fagine more 
* Only the world’s greatest jndestetal plant could build «o much value inte a car at such a low price. 
M sin als icipaiashien assis = Maanmerbeelntes ween ae Fee Ser sta ee I 


An aggressive bid for leadership in the low price field is launched by Ford with 
this announcement copy. 


Ford, Chevrolet 


Renew Old Fight 
for Leadership 


(Continued from Page 1) 


fundamental Ford features to “rep- 
resent the most advanced engineer- 
ing in the low-price field.” Eight of 
these, according to the detailed 
analysis, add to comfort, three give 
new convenience, three contribute 
to style, four bring new silence, and 
the final four make for safety. 
While the two volume leaders 
have been jockeying for position, 
others, appealing to a somewhat 
different audience, have also been 
active. Cadillac-LaSalle made its 
announcement this week with color 
spreads in national magzines, and 
will use New York newspapers Oct. 
11. Other dailies will follow pro- 


gressively as local dealers are 
stocked. 
Cadillac’s magazine advertising 


consists of a three-in-one effort since 
individual campaigns have been 
planned for the two new LaSalles, 
the Cadillac 62 and 60 Special, and 
the Cadillac Fleetwoods. Smaller 
copy with more frequent insertions 
will be used in newspapers through 
MacManus, John & Adams. 


Pontiac Advances Drive 


With an adequate supply of new 
cars in the field and 1939 stocks at 
low ebb, Pontiac decided to move 
up its announcement date by one 
week, and in many cities it ap- 
peared yesterday, instead of Oct. 11, 
as originally planned, National 
magazine copy broke at the same 
time. 

W. E. Holler, general sales man- 


occupying the same post with Ford, 
issued optimistic predictions. Mr. 
Holler said that dealers are in a 
particularly happy position, both 
from the financial and inventory 
viewpoints. Chevrolet hopes to help 
them realize their plans with the 
heaviest advertising since 1929. Mr. 
Davis said that every factor sup- 
ports the expectancy of substantial 
gains by Ford. 


September Linage 
Gains 11.6% in 


Business Papers 


Chicago, Oct. 6.—September lin- 
age in 108 business papers was 11.6 
per cent more than for the month 
in 1938, according to figures pub- 
lished in Industrial Marketing 
today. The September increase 
also served to erase the cumulative 
loss, with the nine month total now 
0.1 per cent greater than last year’s. 

In the industrial classification, 77 
papers reported a gain of 13.2 per 
cent for September, and a nine- 
month loss of 0.4 per cent. Twenty- 
one papers in the trade group re- 
ported a 9.8 per cent gain for Sep- 
tember and a 4.3 per cent increase 
in the cumulative total. 

Ten class papers showed a decline 
of 0.1 per cent in September linage, 
making the cumulative decline 3.2 


per cent. 


Chamberlain to Ramsey 


Chamberlain Laboratories, Des 
Moines, Ia., has appointed L. W. 
Ramsey Company, Davenport, to 
handle advertising of Chamberlain’s 
lotion for hands. 


Hendry Rejoins Frey 
Chester S. Hendry has rejoined 
the copy staff of Charles Daniel 
Frey Company, Chicago, after six 
years as copy chief in the Chicago 


ager of Chevrolet, and J. R. Davis, | office of Ferry-Hanly Company. 
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THAT'S WHAT EACH SUBSCRIBER PAYS FOR 
ss TRAFFIC WORLD EVERY YEAR) _ 
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Crosley Stations 
Fail to Carry 
Reds’ Series Play 


Coverage of Series 
Goes to CBS Through 


Strange Quirk 


Cincinnati, Oct. 5—Once upon a 
time there was a man who owned 

major league baseball club and 
two radio stations. His ball club 
won the National League pennant, 
but his radio stations did not broad- 
cast the world series, though they 
both carry some programs of the 
Mutual Broadcasting System which 
had exclusive rights to the play-by- 
play account. They are also mem- 
bers of basic NBC networks. 

That is the 1939 tragedy of Powel 
Crosley, owner of the Cincinnati 
Reds and Stations WLW-WSAI. To 
add to the irony of the situation, 
Cincinnati fans have to tune in to 
WKRC to find out what is happen- 
ing to the Reds in their struggle 
with the Yankees. WKRC was until 
recently operated by Columbia 
Broadcasting System. It was sold 
to the Cincinnati Times-Star, but 
pending approval of the deal by the 
Federal Communications Commis- 


sion, it remains under the banner | 
of CBS. 
Shouse Tells Why 


James D. Shouse, vice- -president | 
of the Crosley Corporation, issued a 
statement today in an attempt to 
explain this situation to the mysti- 
fied Cincinnati fans, who are in the 
throes of a world series for the first 
time since 1919. Said Mr. Shouse: 

“The Crosley Corporation takes 
this opportunity to state its deep 


regret at being unable to supply the | 
radio audience with play-by-play | 
descriptions of the world series 
games. We consider this to be par- 
ticularly unfortunate in view of the 
fact that for the first time in 20 | 
years, Cincinnati’s own team is a) 
participant. 

“Station WSAI has for ne! 
seasons brought complete play-by- | 
play descriptions of all baseball 
games. However, permission to) 
carry the world series broadcasts 
on WSAI was denied, even though 
we offered to make no charge to| 
the Gillette Razor Company or the | 
Mutual Broadcasting System, which | 
purchased exclusive broadcast | 
rights from the Commissioner of | 
baseball. 

“WLW was offered the broadcast | 
of the world series, but inasmuch | 
as the games were sold this year on | 
a commercial basis, we did not 
desire to break long term contracts 
entered into with other advertisers 
in order to carry advertising for a 
world series sponsor. WLW also 
was offered, at no extra cost for 
the series, games occurring on days 
when WLW was available. WSAI 
will resume the broadcasting of 
baseball games for the entire season 
of 1940. 

“In making this statement we of 
not wish to wea any criticism of | 


WHEN THE FUZZ_ 
BEGINS TO SPROUT | 


That first hint of a mustache means 
another market in embryo. 
1ay smile patronizingly at the | 
k-sureness of youth. But you can’t | 

7 at the market represented by 
170 high school students in 34 
who have “spending allow- 

es’ which collectively total more 

1 $2,000,000.00 a week. And that's 


pocket” money. 
yourself an assured future 
to these present buyers and 


fe parents about your products in 
' high school papers. Get them to | 
your products when the fuzz be- 
to sprout. 
1939-1940 Rate and Data Cat- 
J for the High School Market tells | 
st drop us a note on your letter- 
“and we'll send you the facts 
ugation. 


Richmond Advertising Service 
Publishers’ Representatives 
26 Court Street Brooklyn, N. Y. 


———— 
@eenn 


the arrangements which were made, 


This was possible by having the 


but have merely felt that the radio| plates all ready, but advertising 


audience is entitled to an explana- 
tion of the situation.” 


Town Happy Anyway 


This strange tangle did not pre- 
vent Cincinnati from rejoicing in 
the triumph of its Reds in the Na- 
tional League race and a splurge of 
advertising greeted their conquest. 
Both the Cincinnati Enquirer and 
the Times-Star published special 
“champion” editions yesterday, with 
business houses vieing for the 
opportunity to cheer in print. The 
Cincinnati Post will publish a spe- 
cial Saturday. 

The Reds clinched the pennant at 
4:30 last Thursday and the bulldog 
edition of the Enquirer was jammed 
with congratulatory advertising. 


managers of the various stores had 
a bad case of jitters when the St. 


| Louis Cardinals were challenging, 
| both their local pride and their 


pocketbooks being involved. 


Raises Space Rates 


McGraw-Hill Publishing Com- 
pany, New York, has announced a 


rate increase for Electrical Contract- | 


ing. Expansion in the paper’s circu- 
lation and editorial values during 
the past three years was cited as the 
reason. 


Mayne in Seattle 

Charles H. Mayne Company, Los 
Angeles, has opened an office in 
Seattle and has appointed W. L. 
Jones, Jr., as manager. 


Authorities Lend 
Weight to Emerson 
Campaign Claims 


New York, Oct. 5.—Testimonial 
support of leading authorities on 
radio style, performance, tone, engi- 
neering and value, crystallized in 
the slogan, “expert OK’d,” will fea- 
ture an extensive new advertising 
campaign by Emerson Radio and 
Phonograph Corporation, described 
by Ben Abrams, president, as the 
most ambitious in Emerson history. 

Copy in national magazines, in- 
cluding Collier’s, Life, The Saturday 
Evening Post and Woman’s Home 
Companion, will carry photographs 
and statements of the experts along 


|'with dominant illustration of the 
/new Emerson models. Dr. Orestes 
H. Caldwell, Guy Lombardo and 
Sigmund Spaeth are three of the 
Fmerson experts. 

Radio support for the drive is 
furnished by the Elliot Roosevelt 
broadcasts on the Mutual Broad- 
casting System network. Heavy 
newspaper space placed in cooper- 
ation with dealers is also planned. 
A three-piece window display and 
a contest tie-up with Procter & 
Gamble Company on Emerson port- 
ables and Camay soap, round out 
the promotion. Grady & Wagner 
Company is the agency. 


Westheimer Moves 

Westheimer & Co., St. Louis 
agency, has moved to new quarters 
at 315 N. 7th street. 


To illustrate: 


We Philadelphians make ours the greatest 


City of Homes on the American continent.* 

Our families and our homes are our first 
interests. 

Naturally, the daily newspaper nearly all 
of us prefer is a home newspaper. 

A newspaper that is devoted to Philadelphia 
home interests and home needs. 

A newspaper we read with confidence and 
belief, for complete and accurate news of local 
events and world affairs. 

A newspaper we want for itself alone, one 
that requires no subscriber contests or premiums 
or prizes to subscribers to urge its sale. 

We Philadelphians buy The Evening Bulletin 
to read... and read it to buy. 

We shop through its pages regularly . 
to learn about the latest offerings in foods 


tiie Ste = “Nhe 


and furniture, radios and refrigerators, auto- 
mobiles and accessories, clothes and furnishings, 
automatic heat and air conditioning, electric 
appliances, washing machines and ironers, 
kitchen ranges, sinks and cabinets. 

. to find where to buy the unlimited 
variety of supplies and equipment that always 
interests people who live in individual homes. 

So to get the attention and interest of 
families like ours in Philadelphia, talk to us 
from the pages of The Evening Bulletin. 

For thirty-four years The Evening Bulletin 
has led all Philadelphia daily papers in circu- 
No subscriber inducements but the 


newspaper itself have ever been used. 


lation. 


People buy The Bulletin solely on reading 
value. And the interest and confidence they 


have in its news and features are carried to 


the advertising in its pages. 

An impartial research organization asked a 
total of 34,636 people in food markets, drug 
stores, theaters and department stores in which 
newspaper they were most likely to look for 
advertising of the things they came to buy. 
20,011 named The Evening Bulletin — more 
than named all the other newspapers combined.¥ 

Consider, with your advertising agency, the 
advantage of using The Evening Bulletin to 
reach more homes within Philadelphia and its 
retail trading area than with any other daily 
newspaper{ at one of the lowest costs per 


reader anywhere! 


*Philadelphia has more single-family homes than New York 

City and Buffalo combined; or Chicago and St. Louis to- 

gether; or Cleveland and Detroit; or any of twenty-two 

states. (U. 8. Census 1930). 

+Complete information about recent consumer surveys made 

by Ross Federal Research Corporation furnished on request. 
95.3% of The Evening Bulletin’s circulation is WITHIN 
hiladelphia and its retail trading area (A B C). 


Llledlin 


Copyright 1939, Bulletin Company, Phitadciphia 


* ae be ae Pate s i f — fe | : - a ee oy : ts a= oS ead ah bes = e : " —_ - a ed : I= aids use : : * - re Sonat’ “eK 
2a +4 Sats <a ma ane - ee Be ey wie er eas ee tee ' . & : uit} re . . ¥ , ‘ : Rea ee 7 x ‘ oo Sek a an ye a wi a 
t..~— a 5 i i 
3 = | ae 
eC | : 
ae d 
4 | - 
> | 
| sean 
, pees = 
: eS 
| a 
é — — — _ r = roar tram. o. -°o Zz = a bs . + a 
4 OW A BEE, CUE Lee ereragee 
wt [7 fs: eee ee wae, —— ~. cS jz . - 
] . ~ — ; « ai . ; 
~ : e ; , 4 ¥ ~ " e. A ; ¢ q peed v8 a $ % Wy _ a 4 is rs sé 
’ ' dh : ae ’ . Kia $ . a ts . >. * i ae . 4 . J a? 2 JS ? , 
- “— ae wr, ° .- <a hed ee 7 = ; sled py ‘ }. “a es 
PAN... Sek . ) ee ail mt —— Sy 6 CO 
: \. en "a <a - “ >= < if, is " 4 > f ; : ’ oie | . |e SE pee . ) > i 
} ie ad a: i re 3 i 7 - —_ Sd sare ¢ : ; ' 
| 3 Pe yj ‘es 4 Bg BS $ & ¥ , a panama . - v bie — Bl ; “€ P " 
=. a 4 >, ae P — * wale er ‘at A wes ieee 7 ue) ‘ Pe ¥ a ae 7 
r) | An ~ a ete: mS a -_— an : — ae is A A : - ? fi a ‘ ae Fs 
] ¥, : , y u ¥ . , —— : * od x Ft Pep y : , a “) o R , J so . js % b 7 _ 
Si <7: =_. °. er 3. Ch a oe : ~~ Ge a. i. > ~ i — 
‘ oe rea me - ; a » = 4 7 Le o™~ = a ~ —_ a a ie ja. » } : &* iF *€ ae ae ot oa ms 
q aa — —. ee . ~ 93 is. ee. ¢ _ * 
/ i ae ~ . yi ; _— a pee ; ° as oe ae 
3 ru s , os ae am oA “a ae - . j i Pass. 2 a ee 3 eg ' ef me yams 4 
bai i 25 d . ™ i ¥ , “ i, * q 4 \ S = ™ * —" eo ps: ‘ . “a ¥ cepeneaemenmatennens > ns , ; , mir ca 
1 | _ _ aa tS a £ eo 
ea ¥ : : r ae. eae ee 4 ‘ fot ; ar : 3 er — 
MI PF YY ; aN Ue 2 ; — 3 Stilt : beh 4 y : . | 1 ; Ns ay. ie H - M , | “g ’ % 
j ack j r et i ag . yo * re * f ‘e. .f ; # ‘ $ é > i345 es < {oa 4 4 G a ia 
a iebas WW = A ee ' A_,l!lUS rr )hClU a 
J : ‘ : A i : Bet : tn ‘h, ; eC aa Pe . q - all et hye i : ; j F 
: id : ich 5 F a al % . ae a? " ee " 4 ‘ ake i ‘A q ; i Es aac! “ j E : ; a 
j —— y" . © es ae ee *: i a 2 . ql is ‘e 4 = ’ *, yr." — : - 4 . 4 4 - f | - 
| ie? Pale ek eae, | ee 
‘eb > SR ee me | a ae ee ae eee, / 
SORE a ey. eo SR AES ae 7) i € . Jae *»s * a a coe ¢ ees 
j eae ~ ee OE re ye ee ag st ms ke i a Be 4 f al he he a i aa ee 
‘i Py 4 } ve 3 itl * 0 Mm ot A _—— a. ee a Ae 9 om ag. es red ¥ Bae. = i i: — 
, x ; , »Y. ae 7 ee , ee a Any a 7 : ¢ ? 4 ie eel a 
» . ae ¥- & x oe sg” A, ee — or” en - wa ae teats eines os ae a, 3 : 
* 4 . ‘ 7 ne ge . 4 Pa Satay a ag a , “3 ; “ ~ ened os sire : Sia - z EE % Ms h : . 
| OSS SSR eRe of tea oe ee 
R iS. : =f ps } ee ~‘ oa v ; tg ; we : ; a a ee ’ te ay al bs 
kk a "= a ss Ru « “2 3 -_ a : . q i "a — 
1 7 Niladerhians , 
a tL TT ae. 
ee as 
— _ 
ee , é _ 
a er é 
‘ 2 il 
. = ’ . ce é * - s “ 3 = % . 7 = : 


ADVERTISING AGE 


— ee 


- pedi a ‘ a ip pie R ee : y ae yo 2 Z oa ai 
ee e dew ee. Pax ath em a begs ee os ER sh : Beer Bans ace a ae Me : “aa aD ee 
i it a "i * - 4 7 - Pe: eet 1 # 5 és ¥ -, a - : - j 
an > pe ; eign = i ae Bast i; ee ss : : 2 ee et ah res 
aes me . a ws Rr Ecied Ng eS OS a ape ss SF i caer ee Pa iat, ewe : : ie , : 2 " - ; ~ gael lie 
SS 
ee ee a 
nn ————eee , ‘ 
: t E 
oF J 
Ry, Le : 
Hi e : 
- f 
‘2 , 
ae ‘ 
pete 
Fie 
; coe ; 
Pe 
ee % 
Pisa A % 
~ ke ae 
a 
mn xo 
i. as 
ry c ao 
a z 
Wns. ' 
bine * 
Oy So 
~ Slee 
; : , sig 
en ae v4 y te 
ae tis ‘ ent ear 
geet , 4 Wig - ee : a Se a. 4 : pa, 
a ba ay re 8, a i Mo oe 
Bigee ’ . r x bah es + ed + ae Mea a i, 
i ‘, + a. : & eee” Oe a. er Z 
ods 2 eee 4, ia ee Es as - dh fe ae 
- ? :; a se ae oi ag b ! 
= ee = ete’ vee ae * 
Ta 6 ae ET te Gee es a 
. 5 re vg Seow ner ee Te Ah Seo ge am 
G > Sa a A a SS Te 
ae nm r8 : ites Ane 
ae Ls b - eng ee. ee ; 
re 7 hel m sae ng b< ae 
sig yeaict Aa ” : Py Mal ae SP a é i... 6 a are ® “8 
sip 4 oe Sy, aR Slope S 
Pr ee hg eS ‘ 4 ‘ome a 
mee aig oR, pe. Me Or ‘ 4, PE oe 
BF as sh PS gee ae Po? ee : Ae 
ee . ‘ te” Mah AF ? RES A aie, me ae 
er pas 4 gf “~~ rae 2 * ~ “ 7 as & * et oe 
ae 4 ‘ & * a 5 ae ee . 28 ete “ 
ve ae pepe aa ae eee | 
: - ae eh Sie i ae f 3 ee ; td iy 
. : s ‘ wine * Peg 3S de } 
‘ ke. ae te Bee? Mee. A we eee eee 
ij ¥ eee “et - i iis i . ‘ik % 
a . pate “a Ce nee SS spe”, Mia Wis gad 5 
uw 4 o* a og ae pga Nae ' ice fee + 
— ~ aaa ee "Tae ae Re t p 
i a : on oe % eo 7 es ; as 
a" ae a: “ey %, @ rs f By Pa, 
sees Be * ‘oi asa Test hare me 
= BY S Se eit é a at y ug: * & j be 
oe fe IP ete i f te ha : > ¥ ’ ee 
cous ee $ a “eae # % a $ 3 im cs i & 4 ¥ bs ess, 
fe ae == ar Y Stal ek "ae So 3, thes Appa ie eek ee : 
ae ae Fe : f i ee i Se a er % % oo i 
. ae Fe Ys ee lghtiot ie, i, 3 67 ae # ty "i 
Be big oe 3 a ‘ io % es —- - gies "teak o Be ; te bets ys 
sit ee ete ty ke ee gee sige LP HR ee ee Ot ae 
eee : ian d eee" 7 7 3 ’ en ks ae bg 
ae ; ae PEA IE i ‘ : es 4 re hie ee 
ae . : i Ls eg Hic * : d a <A : ray 
; coat te : ’ , , ee e 
+ Gs i m A b.: ia ges ay ees 4 eae wees ee v i 
fe get % 3 ‘Gig bike id Ge “4 a vd Ok ate ¥ ae 9: ae E aoe 
' P. . 
ae youl 
oe * ne ; 
, Ps ¥ “ . + 
eee ee ; Pan nal : - %. 
peel es : ; ‘ 
Bee ey ¥ Rn) “3 aa * w: 
Bee Bs 7 ale % 
aaa 5 ; Ae ‘ 
ee ame : oe We ait re cate TY f 
ae 4 7 np es é 
~, * , e LBs x “ 
= ‘te +See ¢ ce . aft * 
sik a be 9 . or A, ag a 
ae : 4 ‘fad ‘ ti - gi 
bis) ae . ‘ % ie Tee ar 8 Oe 
‘ on : 2 : — wr ly f# 
we 5 ; ge ag aN oath a ra 9 > wee aoa By a a Nii, eae ie ¢ So te "i Aa : me 
[ae es oe i ¢ a ae Pr. ” é ra % js rt one ¥ ‘ et : om 
: Pe 4 ‘gt i % 3 bias lect 7 5 
ae o oy i : ef - ste & Edis, pen ae" hers = tk by ra : a 
a gaa si : eee & “ ‘ tees ee made ON alias, gt ae 
= edd ee ot ee k ‘ a oa: 4 ae ene ae eh ee Pa ae a 
' ae ey oh 4 : “4 ‘ : ’ ; a ee ae re ie i. a 
aii. P afte me * * a -? ¥ ites ‘ ihe P mars Z “3 fig 
* ong st Pr g te 4 ; aa, aed ie , 4 et eg 
b oe en “s i : 4 om C . = ere it ran gies & 
; , Ce a alll se Pe hye : Z mi 3 a og ay ee ae ‘ kK. ‘ i 
- = i ee . - Pe sa i i 
ee ”” wes 4 %, ; hae . f “ ee \ ‘ <i, ae 
‘ :. a oe ims heat z 3 ee 1 ¥ Pe 
E Ps AE. : é 4 eae ‘ 
i Fee *: wy wd : % eee | ; , 4 
= : Sat aes Yy é. ' eat — - Se yore ‘ cs a at ee 
bao iy at ae he ‘ vo 6S re Bs Ol ee « ie See fae te 
‘a “ ity % A : J : pe nee 
Belg oie eo * ¥ .e* ‘a A c fe a, ae vith vay: i, cas 
a oy *. Fs * 4 ‘ x . a ag 
fe, ee f a ie : Mee ae 
jigs ee ee ‘ > : Hg ‘ ce a: 
i a . “> a yt a “ig ‘te ‘4 
a . ee Me ; > 
* ies ee x ; ‘ 7 ty hehe ae! 
ce ' o4e ir pi, ae * * ; ‘ mit 4 Ed P 4 . 
eee P ‘ : eae 2 S ws ' ‘ tp e ’ 
oo ill » % ep eo j . f 4 . 
Wiese *. 5 “eo * > ie Ze ok " " - Pro 2 pe (oa + % we " % 
wre Paw ; sa . f coi ” é Pg? “A 4 
. = ° ong - ~ 4 ‘ . . . & oe: 1-24 > aa * on Pe at 
Es, ne 9 pe. * ‘ mee i ST Rh - 4 ie im ie 
oS oe ‘he " s ” - ‘4 ‘ ag Oe lly Pe be Sa 
Se : 4 : . # : ta (eaad en , Be yg 
oe ia 4 # « : . 4 ‘ mgt rated até Ee? * ed 
oe ee , : + ‘ : i * f : wit f pas : F < a 
A, ee ‘ iz: 2 RS he # j ‘ mec ye hi Fes: Pie Ps tt, Ge g $b x, 
ne : ‘ ee F te 2 i is 4 é yay ‘ F ; oY ye 5 hie ae * 
Bae * ee & i : Yor st a 3 x ‘ Me 6 4 
wig + " .% * : hi aA ss : ‘ ea, ¢ ¥ shes ate 
ra :" ¥ i. ’ - " ; is "i é o. d 
7. . ; é bre ra Sal 4 nA ; ase ‘ pt wer . 55 
Pca Bee. Ps,” e e : P : . ; ‘ op os be 5 
aoe _ ATi 3 2A. . te : ‘ aim” * 3 
vin . </s ‘ R Taare - et a re eS a y 
mre - " . ©, & 
Saag) Realy. | 2 4 ‘ . "oe * by 
amas ar ‘ ae y sce —— S “a 5 “ “ 4 7 ag 4 
: ’ : Ve , gaa sida ¥en : ode .* 3 
; Be < : 3 5 cae 4 ’ ret & + J 
; ‘ P 
j a , ‘a ae ’ 7 . : wt : 
Wa x MS : ¥ ie ’ i ‘ 4 va 3 
a - ‘“ b fa : “ ‘ * 
as u? ‘ ; . i Se 
a ge . = ZF 
Bes bin, tig _ - j " 
“sale Bee 4 .% ey "nee 
- Sa does. x -. 9 Z 
i ; ; Pe ; 
ed - " « 
3 ae ; 
Fag 4 
* 
eS é F , 
i: 4 ; " ; 2 
— ‘ ¢ 
: ” > 
i ¢ aie é ry wae 
Bia i y 
’ : a : 
oe , "Se 
ky as 3 | 
‘gh ae ; > ' 
“a : : 
; ' 
P nes y a 
a joe 
. * 
‘ “ 
7 ~ 
Pred r 
2s ee ae oe * - 
- ee eee J 
“ . 
| a 
fom » 
fu ¥ Ai 
x na 
‘ q 
: @ 
eae > 
4 a 
%y ~ a 
w 
ona ‘s* 
. \ ; 
ve 
ae 
bse 
ce 
wae ; :* , 
4 2 a 
é a E 
PS E. 
; , 3 " 
; * a vhs 4 
¥ : : 
Pe Ph, 
; ee i ‘>. ; 
mY * ‘ ; a . 
:- ait g ‘ 2. it . “ r 
a eel . > * a , : md 3 oo re dae ° : 


ADVERTISING AGE 


October 9, 1939 


On November 9, 1934, a Midwest 


fountain pen maker started some- 


spend more money than Abilene’s 
.. . New York’s stenogs are exposed 


advertising void, too. It was offering, 
at last, a national magazine that 
made only the “express stops” on 
the Sales Manager’s Run. 


thing. 
He laid down $11,200, sight unseen, 


to more dealers than Nogales’ debs 


...Cleveland’s jobber takes a car- 


for a color page in an un- 
born magazine. Other 
advertisers, from autos to 
zwieback, followed his ex- 
ample. They’ve invested 


THE BIG-CITY MARKET 


In Tuts WEEK, advertis- 
ers found the rich color, 
the reader interest, the 
long life, the power of a 
national magazine...plus 


—— the big-city concentra- 

RS Rrere ss a8 Sales per Sales per , oeey ; 

azine since. They re aver- Family—av- Dealer—av- tion and sales impact of 
ing more than $300,000 erage 80.7% erage 58.3% that great shoppin 

aging , higher in the higher in the , ae 


a month now. 


big cities. 


big cities. 


medium, the Sunday 
newspaper. 


WHY? 

3 es sf A combination never be- 
Why did so many maga- Cities of Balance ‘Cities of | Balance fore available in one ad 
zine dollars leave home? - 100,000 of 100,000 — of A hod of 7 

| new method of maga- 

When Tuis WEEK be: and up U.S.A. | and up U.S.A. sian evutidins, 
gan, there were plenty $1,607 $889 926,562) | $16,775 
of national magazines 2 “GOING ON FIVE” 


*SOURCE—U. S. CENSUS FIGURES 


already going. Plenty of 


magazine reps already 
crowding the reception room sofas. 


Did America need another magazine? 


The answer, we think, is that 
Tuis WEEK was more than just 
“another magazine”. It was a new 
method of magazine advertising. 


THE “THUMBTACK METHOD” 


Most magazines divide up the Amer- 
ican people by their interests or their 
incomes. They appeal to housewives 
or home-owners. To sport fans or 
scandal-eaters. To upper-crusters 
or lowbrows ... Everywhere from 
Maine to California, and in between. 


But is that the way business sells 
‘em? Business divides up America 
with thumbtacks. Atlanta’s families 


load in one gulp, while Claremore’s 
little orders eat up the profits. 


Big business finds its “‘cream’’ not 
so much in people as in places. It’s 
just a few dots on the map that 
make the big noise on the cash reg- 
ister. It’s the big-city, big-volume, 
big-profit markets. 


Yet when Tuis WEEK came on the 
scene, there wasn’t one big national 
magazine directed specifically at the 
big-city family. 


ENTER “THIS WEEK” 


A group of leading metropolitan 
newspapers started THis WEEK to 
fill this editorial void. But business 
saw that THis Week was filling an 


= Tuts WEEK approaches 
its fifth birthday, with 
24 member newspapers, 5% million 
circulation. In these 24 key markets 
that do the lion’s share of America’s 
business, THis WEEK now reaches as 
many families as the next 4 national 
weeklies combined, or the top 4 
women’s magazines combined. 


And Tuis WEEk’s advertising reve- 
nue, too, is shooting up like a five- 
year-old. The first half of 1939 found 
a record number of advertising 
dollars invested there. The sec- 
ond half has started off with a still 
louder bang. 


The trend is definitely to this “new 
method of magazine advertising”’. 
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October 9, 1939 


You're on L.-J 


BUILDER 
(and not on County Route "B") 


In PRACTICAL BUILDER, as on U. S. Route 30, 
your advertising message is a billboard with 
high visibility on the best traveled contractor 
highway in America. As a through highway to 
their tremendous buying power and influence, 
PRACTICAL BUILDER “clocks” 
month in large and small, rural and urban 
centers. ‘This is by far America’s largest audi- 
ence of worthwhile contractors, and it is avail- 
able in PRACTICAL BUILDER at the most 
economical rate. 

Not only is PRACTICAL BUILDER’S audience 
comprised of America’s best contractors, 
but its circulation is concentrated in the best 
building states. 

PRACTICAL BUILDER has real readership 
because its editorial columns are packed with 
the practical “how” and “why” of materials, 
equipment, methods. The readers of PRACTI- 

CAL BUILDER buy from it, designfrom it and. 
build from it. 


@ The use of dominant 
advertising in PRAC- 
TICAL BUILDER 


sell these customers of 


to 
America’s best dealers. 
gives you a marvelous 
instrument to merchan- 
dise to these dealers. 


Industrial Publications, Inc. 59 E. Van Buren St., CHICAGO 
Publishers also of BUILDING SUPPLY NEWS 


Paid Time Taboo 
for Coughlin and 
His Opponents 


(Continued from Page 1) 
broadcasts, but will censor the con- 
tent. 

The program of the Unitarian 
Fellowship for Social Justice has 
opposed the position taken by 
Father Coughlin in matters of pub- 
lic controversy, while the Watch 
Tower program is anti-Catholic. All 
three of these offerings have been 
banned by individual stations at 
various times. 


Ruling of Committee 


The interpretation of the code 
compliance committee, headed by 
Edgar L. Bill, of Station WMBD, 
Peoria, Ill., confines sale of time on 
controversial subjects to “public 
proposals subject to ballot,” and 
rules that “matters pending before 
a legislative body” are barred un- 
der this definition. 

“Let it be clearly understood,” 
said the committee, “that by this 
ruling, Father Coughlin or other 


| spokesmen like him, are not barred 
|from the air. 


As a citizen, Father 
Coughlin, like any other, has a right 


to express his opinion and has a 


right to organize a particular seg- 
ment of public opinion, and if the 
public interest warrants, he may 
have access to the radio audience 
so long as the same access to the 
radio audience is available to those 


| whose position in public matters 
_ differs with his. 
'insures both his right, as well as 


The NAB Code 


the rights of those who may differ 


| with him. 


70,000 a) 


PRACTICAL BUILDER 


“As a priest, Father Coughlin 
may devote his time exclusively to 
religious discourses, and for such 
purposes he may have access to 
radio listeners either on a sustain- 
ing or a commercial basis, in ac- 
cordance with the religious plank 
of the code. 


“It is apparent that the Rev. 


| Walton Cole, like Father Coughlin, 


when you're in PRACTICAL 


based on past performance, is buy- 
ing radio time for the discussion of 
public controversial issues, spe- 
cifically in opposition to the position 
taken by Father Coughlin in mat- 
ters of public controversy. Such 
broadcasts on paid time, of course, 
ere in violation of the code. 

“It is pointed out again that the 
Reverend Cole has a right to dis- 
cuss such issues, consistent with 
public interest and station policy, as 
has Father Coughlin. The code de- 
nies him only the privilege of buy- 
ing time for the purpose, and places 
at his disposal those avenues of 
radio choice available to Father 
Coughlin.” 


The Religious Issue 


“Radio, which reaches men of all 
creeds and races simultaneously, 
may not be used to convey attacks 
upon another’s race or religion. 
Rather it should be the purpose of 
the religious broadcast to promote 
the spiritual harmony and under- 
standing of mankind and to admin- 
ister broadly to the varied religious 
needs of the community. 

“In light of this position, the past 
anti-Catholic broadcasts of Judge 
Rutherford would be found to be in 


the NAB code.” 

Explaining the underlying princi- | 
ples of the code, the committee said | 
that it is conceivable that some 
powerful financial group might 


monopolize the discussion of public | 


issues on the radio. To prevent 
this, the code provides that “Time | 
| used for the presentation of contro- 
| versial issues shall not be sold.” 
“The que stion of America’s neu- | 
trality,” the committee continued. 


“has raised an interesting point in'! 


which the committee and the indi- 
vidual broadcaster are concerned in 
the application of the code. Fol- 
lowing careful survey of the mem- 
bers of the committee drawn from 
different sections of the 
and of the issue itself as resolved in 
Congress, the committee feels that 
while all Americans desire to stay 
out of war and to preserve neu- 


violation of the religious section of | 


country, 


trality, the methods of achieving 
and maintaining these ends auto- 
matically fall within the sphere of 
public controversial issues.” 


Interpretation of Code 


The committee made four specific 
recommendations: 

(a) Since discussions of contro- 
versial public issues have been 
eliminated from paid commercial! 
broadcasts, adequate time for the 
presentation of controversial public 
issues shall continue to be provided 
by each station or network, in 
accordance with the public interest 
therein. 

(b) All such scripts shall be re- 
quired in advance, for examination 
in light of the code. 

(c) Under no circumstances will 
remuneration be accepted by the 
station or network for time con- 
sumed by the spokesman of a con- 
troversial public issue, unless, 

(d) The spokesmen appear on a 
public forum type of broadcast 
regularly presented, in conformity 
with the code, as a “series of fair- 
sided discussions of public issues 
and when control of the fairness of 
the program rests wholly with the 
broadcasting station or network.” 


First Member of 
Four A’s Signs 
FTC Stipulation 


(Continued from Page 1) 
grapefruit juice and will desist from 
the representation or implication 
that its product is the only grape- 
fruit juice to which dry sugar is 
added. The respondent also agreed 
to discontinue representing or im- 
plying that competing products of 
equal quality contain a lesser quan- 
tity, unless such is an actual fact, 
and to cease otherwise making any 
misleading or disparaging statement 
regarding competing products or 
any false comparison therewith.” 


AGENCY FOLLOWED 
ITS CLIENT’S LEAD 


Cincinnati, Oct. 5.— Officials of 
the Ralph H. Jones Company today 
declined to comment on the FTC 
stipulation involving both the 
egency and its client, Kroger Groc- 
ery and Baking Company. It was 
understood here that the Commis- 
sion insisted on two signatures to 
the stipulation and since Kroger sig- 
nified its willingness to abide by the 
FTC request, the agency had no 
alternative but to follow suit. 


Kronstadt Opens Agency 


Henry L. Kronstadt, for the past 
three years account executive and 
copywriter with Henry J. Kaufman 
Advertising Agency, has opened his 
own agency in the Printcraft bldg., 
Washington, D. C. 


Campaign for Allied 

Allied Tobacco Products, Union 
City, N. J., maker of custom cigar- 
ettes and pipe tobacco, will soon 
launch a direct mail campaign, with 
newspapers and business papers to 
be used later. 


THE NORTHWEST'S LEADING RADIO STATION 


STP 


WATTS 


NBC BASIC RED NETWORK 


MINNEAPOLIS & ST. PAUL, MINN. 
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WKY-ADVERTISED FOR 4 YEARS 


* Like the boy who in early spring dips his 
toes into the old swimming hole and then 
takes a run and a dive into the deepest part, 
Superior Feeds tested WKY’s power to pro- 
duce 4 years ago with a few announcements 
at market report time. Today, President B. C. 
Eddie says: “I wouldn’t trade my radio ad- 
vertising for all of the other available forms.” 
The rise from a nice selling item to the 
biggest selling commercial feed in the state 
-. @ 1938 business 25 percent ahead of 1937 
and a 1939 sales record 15 percent above 
1938... 80,000 requests for a song sheet dis- 
tributed through dealers would make one feel 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING COMPANY * 


MISTLETOE EXpREss ~* 


KVOR, COLORADO SPRINGS 


like that. For the bulk of the Superior Feed 
Mills appropriation is spent on the air... 
over WKY. 

But WKY is geared to accomplishments 
like that. It has men who know the Okla- 
homa market and what its potential is. It has 


the machinery and talent to produce the kind 
of entertainment that appeals to the Okla- 
homa market ... and sells it. It employs 
methods of program production and merchan- 
dising co-operation that attract advertisers... 
and keep them on the air. 


WEY Ulshoua City 


NBC AFFILIATE * 900 KILOCYCLES 


THE DAILY OKLAHOMAN 


*<~ Nea i 
eal 


* OKLAHOMA City TIMES 
* KLZ, DENVER (Under Affiliated Management ) 


* THE FARMER-STOCKMAN 
+. REPRESENTED BY THE KATZ AGENCY, INC 
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Advertising in 
Britain Finds War 
a Crushing Burden 


But Courageous ‘Carry 


On' Keynote Marks 
Everyday Activity 
London, Sept. 21.—Though the 


war has resulted in cancellation of 
many advertising campaigns, de- 
mand for space will probably ex- 
ceed the supply for some time to 
come, as the result of sharp reduc- 
tion in size of the national dailies. 
As soon as England declared war, 
these dailies reduced their size, and 
further condensation was effected 
later. The Daily Mail, Daily Ex- 
press, Daily Herald and News 
Chronicle are down to eight pages. 
Some of the other London papers 
are slightly larger, but they, too 
may be forced down to eight or 
fewer pages. 

As a result of the rationing of 
advertising space, rates may be ad- 
justed upward by the newspapers. 

Though the orthodox dailies are 


tightening their belts, a weekly pic- 
torial which appeared during the 
last war has been revived. It is 
War Illustrated, published by Ama- 
gamated Press, Ltd. During the 
world war, its circulation reached 
1,000,000 copies. 


Call for Salesmen 


Space salesmen took the outbreak 
of hostilities with undue pessimism, 
according to a plea voiced in Adver- 
tiser’s Weekly by Noel-Taylor Ad- 
vertising, Ltd. This agency com- 
plained that it formerly received as 
many as 30 newspaper representa- 
tives daily, but that the number has 
dwindled to zero. 

“But this agency has still got 
business to place,” said the conclud- 
ing paragraph, “and is capable of 
instituting propaganda on behalf of 
its clients that is not influenced by 
the jitterbugs. R. S. V. P.” 

Advertiser’s Weekly awarded its 
accolade to Daks for ingenuity in 
drumming up business despite the 
war. The copy which enthused the 
trade paper featured trousers for 
women under the caption of “Com- 
fort in Action.” The trousers, the 
advertising explained, were de- 
signed particularly for wear during 
air raids. 

The government will use both 
newspaper and poster advertising 
heavily to keep the spirits of the 


WAR ZONE COPY 


% 


FREEDOM IS 
IN PERIL © 


Poster advertising retains its popularity 

with the British Ministry of Information. 

The color scheme is white lettering on a 
bright red background. 


public at the desired military pitch. 
One of the first posters issued by 
the Ministry of Information warned 
that “Freedom is in peril,’ and 
urged readers to “Defend it with 


RIGHT NOW— 
An Oil Boom is multiply- 
ing sales possibilities in 
The 49th State. 


pe 
ea 


It's hits you want . . . sales results 
spread and multiplied over the entire 
market. Your pattern of fire depends 
upon your aim and your ammunition 
and your skill, 

If you select The Globe-Democrat tc 
do your advertising job in the 49th 


State, your pattern covers the entire 
target .. . St. Louis PLUS the rest of 


this rich region. 

No single rifle shots directed at one 
small part of the market, but a double- 
barreled blast which delivers a simul- 


taneous hit. 


all your might.” One of the debates 
inspired by these ambitious pub- 
licity plans has been whether or 
not an advertising agency will be 
appointed to place newspaper copy. 
Advertiser’s Weekly voted in favor 
of the plan, regarding the profes- 
sional touch as indispensable in 
such a crisis. 


Barrage on U. S. 


The Ministry of Information has 
appointed Sir Frederick Whyte as 
director of publicity in the United 
States, one of the most important 
posts in its portfolio. Sir Frederick 
has been director-general of the 
English-Speaking Union of the Brit- 
ish Empire since 1938, and is a 
founder and joint editor of New 
Europe. 

Films are to play a great role in 
the Ministry’s propaganda activities 
and for this purpose close coopera- 
tion is being mapped with British 
film companies, particularly those 
which have specialized in educa- 
tional and publicity pictures. Some- 
what similar arrangements have 
been made with the British news- 
reel companies. 

J. Lyons & Co., Ltd., well known 
British restaurant chain, has sus- 
pended all advertising, since it is 
in the food field. While virtually 
its entire advertising staff has been 
dismissed, W. Buchanan-Taylor, its 
head, has been retained in an ad- 
visory capacity. It is expected that 
despite food rationing, the company 
will maintain some form of institu- 
tional advertising in anticipation of 
the final peace. 

Thus far the war has hit radio 
harder than any other advertising 
medium. Both Radio Normandy 
and Radio Luxembourg, the two 
vehicles that have carried commer- 
cials to the British listening audi- 
ence, have terminated their sched- 
ules for the duration of hostilities. 
Some of the cancelled contracts 
were to have run through 1941. 

At every turn in advertising cir- 
cles there is evidence of the in- 
evitable by-products of a national 
emergency. With the personnel of 
advertising departments and agen- 
cies sadly depleted, more and more 
men over military age or exempt 
from military service are offering 
their talents to enable established 
businesses to maintain their identity 
throughout the conflict, or as long 
as possible. “Business Evacuation 
Notices” and “Emergency Ad- 
dresses” are two important new 
headings on classified pages. Inci- 
dentally, one of the most recent 
notices told of the new mailing ad- 
dress of A. C. Nielsen Company, 
Ltd.: Tine Corner, Firwood Rise, 
Heathfield, Sussex. 


They'll Stay Put 


In the face of the many hardships 
which saddle all business, many ad- 
vertising organizations are evincing 
laudable courage. “J’y suis, j’y 
reste’”—“here I am, here I stay’— 
has been taken up as a rallying cry. 
Display advertisements have al- 
| ready been used by First Interna- 
| tional Agency and Chadwick-Latz, 

Ltd., with this French proverb as 
| their keynote. Both emphasize the 
necessity for carrying on in wartime 
|and while admitting that it will 
take a little time for business to 
| adjust itself to the new conditions, 
they reaffirm their faith in the need 
for advertising now more than ever. 
i“Carry on” is the theme of similar 
admonitions by others in the adver- 
tising field. 

An interesting illustration of the 
| war psychology that is making it- 
self felt in every business and cul- 
tural pursuit appears in the Adver- 
| tiser’s Weekly. Under the “They 
Say” department, which has always 
been a regular feature of this pub- 
lication, is the following quotation, 
attributed to “Deutsche Wehr, offi- 


| cial organ of the German general 
| staff”: 

“In preparing for the use of 
germs in a coming war, we must 
concentrate on three principal ques- 
tions what germs produce the 
| strongest effect, what is the best 
way of spreading microbes, and 


what conditions are most favorable 
for bringing about epidemics? As 
to the first, we should not be too 
particular. ... But best of all is the 
infection of the enemy country by 
bubonic plague. .. . All efforts to 


— 


infect the enemy will be concen. 
trated against the civil population, 
and not against the soldiers. Epi. 
demics at the front might easily in. 
fect our own soldiers. Aeroplanes 
will prove the best weapons in mi- 
crobe warfare.” 

A bright note in the same publi. 
cation, labeled “American Tonic,” 
tells of the substantial rise of auto- 
motive and financial linage in news. § 
papers during July. ie 

Advertising leaders here are § 
hammering away at the thought 
that regardless of the duration of 
the war, the British nation must 
still eat, drink, clothe itself and 
keep warm. They are calling 
for “industrial courage” and the 
continuation of advertising wher- 
ever possible. Some advertisers, 
they admit, have regretfully been 
forced to curtail or cancel sched- 
ules, but others have followed this 
procedure from fear and for no 
other reason. 

There are many indications that 
with business beginning to adjust 
itself to the new conditions, more 
and more advertisers will take up 
their promotional programs where 
they left off when war was de- 
clared. 


Direct Mailers Pick 
Nine New Governors 


Nine governors were elected at 
the annua] meeting of the Direct 
Mail Advertising Association in 
New York. The list follows: 

For three years: Ralph A. Snow, 
advertising manager, Davenport 
Hosiery Mills, Chattanooga; John 
W. Ladd, manager of advertising 
and business development division, 
United States Building and Loan 
League, Chicago; Richard Messner, 
director of direct advertising divi- 
sion, E. E. Brogle & Co., New York. 

For two years: J. B. Howard, 
sales promotion manager, Curtis 
1000, Inc., Hartford, Conn; Arthur 
W. Theiss, sales promotion manager, 
Ohio National Life Insurance Com- 
pany, Cincinnati; L. Rohe Walter, 
advertising manager, The Flintkote 
Company, New York. 

For one year: Frank Egner, 
assistant vice-president, McGraw- 
Hill Book Company, New York; 
George E. Loder, president, National 
Process Company, New York. 

In addition, Bacon Brodie, sales 
manager of Rous and Mann, Ltd., 
Toronto, was chosen as Canadian 
representative on the board of gov- 
ernors. 


Issues Study on 


Milk Containers 


“Your Milk Container,” a study 
of its competitive progress in vari- 
ous markets, has been issued by the 
Glass Container Association of 
America, New York. 


Mayflower to Golovin 


Mayflower Dress Company, New 
York, has placed its advertising 
account with Willard B. Golovin, 
Inc., New York. A. B. Epstein is 
account executive. 


Heads NIAA Chapter 


Martin B. Klitten, McCarty Ad- 
vertising Agency, Los Angeles, has 
been named president of the South- 
ern California chapter of Nationa 
Industrial Advertisers Association. 
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McGraw-Hill 
Asks Mobilization 
for Neutrality 


New York, Oct. 5.—Signed by 
James H. McGraw, Jr., an editorial, 
“Business Stands Against War,” 1s 
appearing in a score of McGraw- 
Hill publications, pledging them and 
urging their readers to mobilize for 
maintenance of peace. 

“War is a political tool for domi- 
nation or suppression,” the editorial 
begins—“a device of futility unless 
it be waged in defense of our homes, 
our property or our rights, or in 
the preservation of our liberty. War 
destroys everything it touches. So 
completely does it disrupt the order 


and progress of civilization that 
humanity falters. 

“Dangerously widespread amongst 
our people today is the assumption 
that our participation in the Euro- 
pean war is inevitable. Some mis- 
trust the temper and program of the 
federal government as likely to lead 
us into it; others fear that our sym- 
pathies will make us an easy prey 
to the propagandists; still others 
suspect that business and industry, 
in a blind greed for profits, may 
involve us in the conflict.” 


Courage Is Needed 


To give credence to such beliefs, 
the editorial continues, is to deny 
that the United States has intelli- 
gence, will or ability to profit by 
its own experience. Neither indus- 


try nor business desires war, and 
millions of Americans realize that 
the country’s destiny can be wrought 
only in peace. 

“Only the grim and solitary cour- 
age of each of us,” the editorial 
continues, “the determination to 
exert all our intelligence, all our 
individual influence in every way, 
can insure the preservation of peace 
for our country. 


Preparedness Most Effective 


“Preparedness we know to be the 
most effective preventive weapon 
against the threat of war. We must 
be certain, therefore, that we pro- 
vide our air, land and sea forces 
with the best in armaments and 
material, in adequate supply to 
maintain properly and impressively 


our national responsibilities and 
defense. 

“Most important is that we as 
individuals, thus inspired, band to- 
gether to exert the full strength 
of industry and business in the 
maintenance of peace. 

“If we are to succeed, we must be 
forceful, we must be articulate. To 
that purpose we pledge ourselves 
and the resources of our publica- 
tions. An expression from our 
readers will greatly assist in such 
a mobilization of industrial opinion. 
Together, in this critical time, we 
can serve America well!” 


Virginia Gates Resigns 
Virginia Gates has resigned as 


publicity director of Lennen & Mit- 
chell, New York. 


= — 3 


Listen to the Men Who Know 


Number 8 of a Series of Advertisements Written by 


National Geographic Advertisers 


Midland Bakeries 
Offer Vitamin B 
in New Loaf 


Evanston, Ill., Oct. 5.—Heralding 
a revolutionary new milling process, 
a test campaign was launched this 
week in Peoria newspapers by Mid- 
land Bakeries Company, which has 
wholesale plants in St. Louis, Peoria 
and Terre Haute, and executive 
offices here. The new bread is called 
“Hart-O-Wheet,” copy explaining 
that a vital element of the wheat 
which has been lost under modern 
milling processes is now retained. 

A diagram in the advertising 
showed a kernel of wheat, the heart 
cr embryo of which is usually dis- 
carded in milling white flour, in 
spite of the fact that “it is the live, 
vital element of the wheat—the part 
that grows when planted in the 
ground.” While copy emphasized 
the superior flavor of bread made 
from flour containing this heart, it 
also explained that such bread con- 
tains the life-giving vitamins Bl 
and B2. 


Essentials Now Retained 


The new flour is milled in the 
Morris mills at Morris, Ill., which 
are said to have developed a method 
of retaining the essential vitamins, 
while discarding the oil contained in 
the embryo, which made it impossi- 
ble to store flour. The presence of 
this oil, it is asserted, caused mills 
to eliminate the entire heart of the 
kernel. 

Midland Bakeries Company, of 
which J. Burns is president, is also 


7 S to omer conducting a direct mail and sam- 
: A Non-proiit omantase® To The . pling campaign to physicians, send- 
: T Gg fee h's uw CALIFORN! ing each a sample of the wheat 


RT. President 
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germ in dehydrated, defatted form. 


siden’ An accompanying letter lai 

; yIcTOR K. yRy, Vice-Pr 7 ying explained 
L. LOUNSBUB®: that the flo thi art-O- 
- JOHN MACDONALD: . e flour from which Hart-O 


Wheet bread is made contains this 
embryo in its natural form, and is 
available to the mass of the people 


at no increase in price and no de- 
June 20» 1939 crease in weight. 
} MacDonald-Potter, Inc., Chicago, 
7 the agency in charge, expects rapid 
k: expansion of the campaign. 
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J. B. Stewart, Clinton, has been 
elected president of the Outdoor 
| Rovertene Association of Iowa for 
the 17th successive term. Mr. 
| Stewart is also vice-president in 
| charge of the legal and legislative 
| division of the Outdoor Advertising 
| Association of America. 


Issues New Rate Card 


—™ yery truly yours 


KONEERS 


tHE BEC 


. | La Patrie, Montreal, has issued a 
'S Secretary inew rate card for its Sunday edi- 
\tion, showing an increase in circula- 
E tion and in rates in the black and 
's | white and rotogravure_ sections, 
| effective Oct. 15. The new circula- 

RE 


tion guarantee is 112,000. 


Sutliff to Creamer 


Theodore B. Creamer Advertising, 
Hollywood, has been appointed to 
direct advertising of Sutliff Tobacco 
Company, San Francisco, maker of 


Sell the First Million First 
| Heine’s blend. 


The NATIONAL GEOGRAPHIC MAGAZINE WASHINGTON, D. ©. Brazier Adds Duties 
NET PAID CIRCULATION EXCEEDS 1,000,000 FB 


| in charge of merchandising of home 
goods for Butler Brothers, Chicago, 
has been placed in charge of dry 
| goods in addition to his other duties. 


Dt tt a a Z : ~ 
Fen t AW es 


, PO Hl ; 4 <atey. " 
ee ti 
as : 
| 
——— pie aed bias 
> ————— 
ee es 
-_ a 
| m coast Paratlise, Int. a 
aa 
a 
‘ai gait 
* sar 
M4 
is ? og 
pp ROD . 
S ¥ 
* 
as 
7x a 
POLL , 
1Z 6 


12 


ADVERTISING AGE 


it 
[ 
if 


October 9, 1939 


dvertising Age 


Trade Mark Registered in U. S. Patent Office 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago...... 


New York Office, 330 W. 42nd St....... 


G. D. CRAIN, Jr., President oul Publisher 


.......Tel. Del. 1337 
.. Tel. BRyant 9-6432 


S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary 


Editorial Department 
IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, A. P MILLS, RICHARD 
B. ESPEY, ALLEN LEKUS, RALPH O. McGRAW, E. KOLLER and €E. C. HALL, 


Associate Editors 
Correspondents in All Principal Cities 


Advertising 


Department 


NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 


Murphy, L. S. Irwin. 
Gafford. 


Manager. 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, 
LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 


Manager. ATLANTA: B. Frank Cook, Walton Building. 


S. R. BERNSTEIN, Director of Research and Promotion. 


MEMBER 


Audit Bureau of Circulations, Associated 


Business Papers, Inc., National Publishers 


Association, Advertising Federation of America 


Vol. 10, No. 41 


October 9, 1939 


10 Cents a Copy, $2 a Year 


NO THEORETICAL CLAPTRAP HERE 


‘Feber Problems of Exhibitors 


A news story regarding the 1940 
plans of the New York world’s fair 
included the statement that foreign 


exhibitors are in favor of repeating | 


their showing at the fair next year 
“if the fair can guarantee no fur- 
ther labor troubles.” The difficul- 
ties which are experienced in set- 
ting up an international exposi- 
tion are more spectacular and re- 
ceive more publicity than those of 
the trade shows and exhibits held 
regularly throughout the year, but 
they are all of a piece. 

American advertisers spend mil- 
lions of dollars, most of it taken 
from advertising appropriations, for 
the purpose of exhibiting at trade 
and industrial shows. This is a 
standard type of promotion which 
has had great development in recent 
years, as shown by the steady rise 
in the quality and dramatic values 
of the shows. Conventions and 
trade shows bring together a large 
cross-section of the field, and give 
manufacturers an excellent oppor- 
tunity to do educational 
addition to direct selling. 

The show must go on, but the big 
handicap which it is experiencing is 
in the labor field. Assurances given 
to exhibitors by convention bureaus 
and chambers of commerce which 
solicit these events, recognizing their 
importance as a source of revenue 
to their communities, are often not 
kept insofar as the labor situation 
is concerned. Arbitrary require- 
ments affecting the use of special 
equipment, such as motion picture 


work, in 


projectors, electrical installations, 


|ete., and unreasonably high charges 

for drayage and storage often make 
lthe costs of the exhibit completely 
out of line with the budgeted ex- 
| pense. 

The exhibitor, once he has arrived 
on the scene, is at the mercy of the 
local labor lords, and if they see fit 
to put their services on a racketeer- 
ing basis, their demands must be 
submitted to. The only sane solu- 
tion would be for the local bureau 
which seeks the convention exhibit 
business to assume responsibility, 
on a contract basis, for the charges 
made for standard services required, 
and to assume all excess charges 
made against exhibitors. The local 
group is in a position to dicker with 
the labor unions in advance, and 
tc make a reasonable arrangement 
regarding rates. and conditions of 
work, whereas the exhibitor is not 
in a position to argue the question, 
once he is on the scene and ready 
to go. And in view of the large 
revenues which the communities 
entertaining conventions and trade 
exhibits receive, their local bureaus 
should recognize the equity of con- 
tract arrangements covering labor 
angles. 

If the associations holding trade 
and industrial expositions will agree 
on a standard form of contract 
covering the whole arrangement 
with the cities seeking their busi- 
ness, the harassed exhibitor will 
find that he will save time, money 
and temper, and incidentally get a 
lot more out of the shows at which 
his products are presented. 


Better Retail Salesmanship 


When a product passes from the 
pecialty to the staple classification, 
and educational and creative sales- 
manship gives way to competition 
based largely on price, a heavy bur- 


den is immediately placed on the 
retail salesman. With lower prices 
and narrower margins to work with, 


the retail merchant is no longer in 
i position to send out salesmen for 
house-to-house or selective 
but must make the sale 
when the customer is in the store. 
The manufacturer 
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cannot be sure that the available 
|type of retail salesmanship will 
|}capitalize fully the opportunities 
represented by public demand and 
individual brand advertising. 

In addition to the job to be done 
by manufacturers and distributors 
in better preparation of retail sales- 
people, this situation represents an 
opportunity and aé_ challenge to 
business publications serving retail 
merchants. These journals should 
be the chief source of information 
and inspiration on retail salesman- 
ship and should furnish material of 
such a character that the magazine 
will be sure of reaching not merely 
store executives, but salespeople up 
and down the line. 

Improved salesmanship in the 
store will solve many problems of 
distribution, but it will take coop- 
eration among all of the factors 
concerned to bring it about. 
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Alphabetical Hodgepodge 
Merely as an example of how 
printed and spoken transmission of 
thought is rapidly being transformed 
into an unpronounceable and un- 
readable hodgepodge of alphabetical 
monstrosities, we reproduce this 
page of editorial material from the 
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September Architectural Forum. On 
this page the initials of various 
governmental bureaus, departments 
and agencies appear 37 times; on 
the following page similar symbols 
pop up 42 times. Most of these 
symbols, by long usage, have be- 
come familiar. Few fail to recognize 
and quickly associate AFL, CIO, 
FHA, HOLC, RFC; but among those 
mentioned on these pages are a few 


not so familiar to most of us, in- 
cluding FNMA, FHLBB, USHA, 
UCWOC. 

You understand, of course, that 


we are by no means accusing 
Architectural Forum of carrying the 
handling of these abbreviated titles 
to extremes. We merely happened 
to notice the prevalence of these 
symbols in that paper’s news digest 
pages while we were looking 
through the text for some ideas on 
how to transform our old garage 
into an attractive manor house by 
means of an inexpensive modern- 
izing project. And the Forum is to 
be commended for its thoughtful- 
ness in writing out the full name of 
each of these abbreviated agencies 
the first time that particular agency 
is referred to in the text 

But this problem of alphabetism 
bothers us. Already it becomes 
apparent that upper case, which 
used to appear sparingly through- 
out our printed pages, is rapidly 
gobbling up all the available space 
And the problem is especially acute 
in the advertising field, with some 
600 alphabetical radio stations, plus 
the ANA, AFA, FAA, AAAA, 
BBDO, ABC, TAB, NBC, ABP, 
FTC, CCA, NARG, NRDGA, and 


countless others. Perhaps, as a 


minimum, we should insist that all 
organizations adopt names whose 
initials form pronounceable sounds, 
and that these abbreviated names 
then be printed in caps and lower 
case, like any other proper name. 
One such name that fits our case 
is Ascap, but even here difficulties 
arise. For, while Ascap creates a 
sound that means “music” to the 
American Society of Composers, 
Authors and Publishers, it has 
lately meant mostly “headache” to 
the Nationa! Association of Broad- 
casters. 


Ersatz 


M. S. Palmer, sales manager of 
the Hancock valve division of Man- 


ning, Maxwell & Moore, is just 
coming out of an experience in 
timely advertising that he was 


afraid might get to be a little too 
timely. Early in the summer, his 
company got up an “ersatz” folder, 
pointing out that in Germany wood- 
shavings are being used as “ersatz” 
for wool, or as a filler in cattle 
fodder, or flour in bread, and draw- 
ing the moral that the plight of the 
user of “ersatz” valves in place of 
Hancock 500 Brinell bronze valves 
Was almost as bad. 

“About the time the European 
fireworks started,” Mr. Palmer ex- 
plains, “we received about 50,000 of 
these stuffers. Under ordinary cir- 
cumstances this timing would have 
been ideal. But since there is the 
possibility of a change of status 
insofar as Germany is concerned, 
we have deemed it expedient to use 
up these stuffers quickly, so that we 
won't be caught with a large supply 
of ‘hot’ stuffers.” 


Jottings 

The Book Society, of 13 Grosve- 
nor Place, London, S. W. 1, informs 
us that it has adapted itself to war- 
time conditions, and will continue 
to function from its present address 
“It is felt,” says the Society, “that 
before long intelligent people will 
turn to books as the best form of 
wartime that they will 
read to relax from tension and in- 
convenience.” 


recreation: 


It's getting so the newspapers in 
Green Bay, Wis., can almost live 
on the business drummed up for 
them in that football-mad town by 
the Green Bay Packers. The open- 
ing of the season, the winning of 
important games, the closing of the 
season, and so on endlessly, are all 
causes for much excitement in the 
advertising, as well as the editorial 
columns. A couple of weeks ago 
scores of merchants and 
business men rushed into print with 
pictures of various team members, 
and with the familiar exhortations 
to “go in and win,” “see the game 
and stay down for dinner,” “wear 
one of our suits to the game,” etc. . . 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1548. 
1939. 


Retail distribution and rank of 
sale by brands are tabulated in this 
new survey issued by the Omaha 
World-Herald. The study covers 
toilet soap, laundry and packaged 
soaps, water softeners and cleaning 
powders. 


General Soap Survey, 


No. 1549. A New Oklahoman and 
Times Advertising Campaign. 
Facsimile advertisements of its 
new fall campaign are presented in 
this brochure issued by The Daily 
Oklahoman and Oklahoma City 
Times. The purpose and aims of 
the campaign are outlined in the 
text, and its statistical basis is illus- 
trated in an analysis of the present 
use of newspapers by national ad- 
vertisers. 


No. 1550. Circulation and Distribu- 
tion of New York City Sunday 
Newspapers. 

A complete circulation picture of 
New York Sunday newspapers is 
offered in this brochure issued by 
the Sunday News. In addition to 
circulation of all papers by districts 
in the five boroughs, the book in- 
cludes circulation by expenditure 
groups and by states and counties 
of the United States, market data 
and maps. 


No. 1551. A Nation-Wide Industry. 

The automotive industry as an 
industrial market is described in 
this interesting new analysis by 
Automotive Industries, in which the 
1700 items bought by the industry 
are tabulated. The coverage of the 
market by the publication is shown 
and a readership survey is outlined. 


No. 1544. How Southern Farm 
Families Spend Their Money. 
Material in the Department of 
Agriculture’s “Study of Consumer 
Purchases” and National Resources 
Committee’s “Consumer Incomes of 
the United States” has been pro- 
jected in this study by The Progres- 
sive Farmer and Southern Ruralist 
to provide estimates of the expendi- 
tures of Southern farmers for family 
living. Tables show expenditures 
by income group for food, clothing, 
furnishings and many other classi- 
fications. 


No. 1545. Exact Measurements of 
the Binghamton, N. Y. Market. 
Radio Station WNBF has issued 
this survey of radio listening habits 
in the Binghamton, New York, mar- 
ket, showing comparative figures on 
the number of listeners and pef 
cent of listening audience for this 
and other stations. Conditions are 
indicated by statistics on the indus- 
trial area’s weekly payroll. 


No. 1546. Market Opportunities— 
1939. 
Lithographers National Associa- 


tion has issued this series of foul 
booklets composed of the addresses 
given at the annual LNA convention 
in June. The series includes: (1 
Industrial Management; (2) Adver- 
tising—its place in the Americal 
scene; (3) Trends and develop 
ments in the food and drug indus 
tries, and (4) Neighborhood maf 
kets for lithography. 


No. 1547. The Kansas Radio Audt 
ence of 1939. 
Radio Station WIBH, Topeka, has 


B. Summers, of Kansas State Cok 
lege. The survey covers set owner 
ship, economic status of families it 
terviewed, listening hours, and s® 
tion and program preferences, Wi® 
all of the material tabbed for e@% 
reference and illustrated wit 
graphs, charts and maps. 
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A QUICK way to greater sales is through a 
woman's eyes to her man’s heart, via his senses. 
Woman is the world's greatest shopper — and 
nearly all her shopping is directed to the end that 
| she may please her man. . . by making herself 
7 2 * | more attractive ... by satisfying his comfort . 

, i by reaching culinary heights. Her trained shopping 
we 3 eyes are ever on the alert for new means; and 
ae a , advertisers are continually vying for the attention 
waist of those eyes. 


Direct color photography is a positive method of 


catching and holding shopping eyes—if portrayed 


>. ‘ . with colorful fidelity. Forbes portrayals, dominant, 
—— compelling and true-to-life, will help you drive 
: your sales story home, with positive results. This 


applies equally well whether your medium be 
diminutive Package Insert, a Booklet, a Display or 
a gigantic 24-sheet Poster... . 


FORBES creativeness 

ond craftsmanship will 
provide maximum power 
and effectiveness. 
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United Reaches 
Over Shoulders 
of Jobber, Dealer 


‘Unitized' to Bring New 
Order in World of 
Wallpaper 


Chicago, Oct. 3. — How United 
Wall Paper Factories, Inc., will 
identify its products without dis- 
turbing the trade doctrine that the 
jobber and dealer are supreme in 
their own respective domains was 
related here last week-end by A. J. 
Browning, president of the com- 
pany. United has created the trade- 
marked term, “Unitized,” to epito- 
mize the following qualities in a 
heavy magazine campaign: 

1. Guaranteed wall tested — to 
hang right and match properly. 

2. Guaranteed style-tested — to 
be correct in style and pattern, and 
to be free from optical illusions, 
“ghost patterns,’ and other flaws 
which are indiscernible in samples. 

3. Guaranteed sun-tested—to be | 
jadeproof. 

4. Guaranteed wash-tested — to}, 
be washable if so marked. | 

The company, producing about | 
25 per cent of all the wallpaper | 
manufactured in the United States, | 
has already spent $350,000 in styl- 
ing its products and insuring con- 
sumer satisfaction. About $200,000 
will be invested in a magazine cam- | 
paign to start in January, designed | 
to make an impression on house- 
wives before they begin their an- 
nual decorating orgies in the spring. 
Hays MacFarland & Co., Chicago, 
is the agency. 


Advertising Philosophy Outlined 


Mr. Browning, who had an en- 
gineering education as a youth, and 
who served as head of the wall- | 
paper division of Montgomery Ward | 
& Co., Chicago, before becoming | 
United president in July, 1938, has | 
a number of interesting convictions | 
about advertising. One is that the 
anti-advertising organizations which 
profess to serve interests of consu- 
mers have neither the equipment 
nor personnel needed to do a thor- 
ough testing job. 

Partly because of its structure, 
which discouraged too much ag-| 
gressiveness by manufacturers, Mr. 
Browning said, the wall paper in-| 
— declined rapidly during the 

arly 1920’s. This was due to failure 
to develop new styles and more 
largely to the buyer’s inability to 
tell what any given pattern would 
look like when it was hung on the) 
walls of a room. United has solved | 
both of these problems, he said, the 
first by studying modern trends in 
decoration, the second by pre-hang- 
ing all paper in its own factories 
before it reaches the dealer's shelves. 


Guarantee Is Featured 


The United guarantee will play 
an important role in the advertising 
campaign. It is an unqualified offer 
to allow the full purchase price on 
anew pattern to any buyer who is 
atisfied, and who expresses dis- 
pleasure within ten days. 

In view of the fact that wall pa-| 


not 


Per is usually bought from dealers’ 
Sample books, without identification | 
of the manufacturer, United will re- 


Main in the background as far as 
corporate name is concerned. 
roll of its product, however, | 
ill be identified by the “Unitized” 
lark both on the back and in the | 
‘Vage. Its guarantee will also find 
piace in the dealer’s sample 
the retailer thus being able 

fo guarantee some of his merchan- 


mpanion” or “theme paper,” 
ne of the new ideas of the 
ed Laboratories. It makes pos- 

aintenance of a single motif | 
ny number of rooms, though | 

erable variations are also 

ble in spite of the one under- 
g theme. 


lagazines on the United list are 


| than full pages are taken. 


'a standard of quality 


of 400,000,000 rolls of wall paper 


| the old one of $750. 
1 Oct. 1, 


IN FIRST TEST 


MILK of = 


IN A TABLET mk 
nin mse 


a alkalier 
for simple stomach upsets and acid 
conditions, “morning after” jitters, 
and as a mid laxative 
Here at last is all the antacid and 
laxative effectiveness of the finest 
liquid Mik of Magnesia in an enay- 
to-make, easy-to-take drink > 
Neo Spill... Ne Waste...Saves Money 
And remember its economy! You 
pay nothing for liquids—waste noth- 
ing from evaporstion 


tiene on side of 
botue 


MILK-0- ‘MAG 30: 


ano &° 


MADE BY THE A. OF LISTERINE ANTISEPTIC 


Expanded promotion may follow com- 
pletion of a test campaign for Lambert 
Pharmacal Company's new milk of mag- 
nesia tablets. This copy appeared in 
Binghamton, N. Y. 


American Home, Better Homes & 
Gardens, Collier’s, Good House- 
| keeping and The Saturday Evening | 
| Post. Color will be used through- | 
/out the campaign, even when less | 
Each ad- | 
vertisement will contain a coupon) 
offering a new booklet on interior | 
decoration. 


Patterned After Successes 

The “Unitized” campaign is com- 
pared with others which established | 
instead of a 
company name, such as “Ethyl,” 
“Sanforizing” and “Talon.” 
It is estimated that a minimum 


will be sold next year, of which 
United expects to provide at least 
100,000,000 from its plants in Chi- 
cago, Joliet, Jersey City, York and 
Hudson Falls. Prices per roll range 
| from 35 cents to $1, with 50 cents 
| the usual top. By virtue of ingeni- 
ous drying equipment, United prints | 
as many as 20 colors on a roll of 
wall paper in one run. The pattern | 
is engraved directly onto a steel 
roller, instead of on plates. Some | 
of the company’s testing equip- 
/ment has been adopted by the | 
_United States Bureau of Standards. | 


Columbia Issues 
New Rate Cards 


Radio Sales has issued new rate 
cards for stations owned and op-| 
erated by Columbia Broadcasting | 
System, including WBBM, Chicago; | 
KMOX, St. Louis; WBT, Charlotte, | 
N. C; WCCO, Minneapolis-St. Paul, | 
and WABC, New York. In general | 
the cards call for a higher rate. The | 


new class A hour rate of WBBM, 


for instance, is $825, compared with 


While the new cards are effective 
1939, they will not affect 
facilities under contract until Oct. 1, 
1940, when such facilities are used 
continuously under those contracts 
or renewals. As heretofore, one 
contract will cover facilities of any 
or all stations sot Radio Sales. 


Imco, Standard 
Appoint Levy | 
Imco Company, New York, and 
Standard Remedy Company, Balti- 
more, have placed their advertis- 
ing accounts with Raymond Levy 
Organization, New York. 

Imco will use Sunday magazines 
sections and sportsmen’s magazines 
to advertise the Tornado cigar 
lighter. Standard Remedy will use 
West Coast and Southern news- 
papers for O. S. R. Vegetable Tab- 


lets. 


Ziff-Davis Plans 
Fiction Magazines 

Ziff - Davis Publishing Company. 
Chicago, will shortly publish two | 
new fiction magazines, Air Adven- | 
tures and South Sea Stories. 

They will be sold in combination | 


|with Amazing Stories and Fantastic | 
| Adventures. 


-|Lambert Studies 
Test Effort on 


Milk-O-Mag Tablet 


3.—Lambert| 


St. Louis, Oct. 
Pharmacal Company has completed 
a one-month test campaign in Bing- 
hamton, N. Y., for Milk-O-Mag. 
effervescent milk of magnesia tab- 
lets, company executives said today. 
and is studying plans for expanded 
distribution of the new product. 

At present Milk-O-Mag is sold 
through Binghamton druggists, with 
copy appearing in but one news- 
paper. The test will be continued 
until plans for further distribution 
are completed. 

This product is said to produce 
the laxative and alkalizing effects 
of liquid milk of magnesia in an 


effervescent drink, pleasant to taste. | 


Jablets are divided in three sec- 
tions and may be broken up for 
uniform reduced dosages. 


Acquires “Road Builder” 


The Traffic Service Corporation, 
Chicago, publisher of The Traffic 
World and Business Digest, has ac- 
auired The Earth Mover and Road 
Builder, effective with the October 
issue. Malcolm V. Burton will con- 
tinue as editor. 


Direct Mail Gets 8°, 
of Canada Budgets 

The committee on printed adver- 
tising of the Association of Cana- 


dian Advertisers has reported that, 
xuecording to a recent survey, 18 per 


national advertiser in Canada is 


spent on direct mail or printed) 
matter. 
Dollar volume of direct mail, 


tising volume for 
would approach $4,000,000, 
committee added. 


the 


Bureau Issues Study 
of Campaign Costs 


The Bureau of Advertising of the 
American Newspaper’ Publishers 
Association has issued “How Much 
Will It Cost?’’ a booklet compiled 
for advertisers and agencies show- 
ing costs of national advertising in 
| daily newspapers. 

Figures are given for 
ranging from 5,000 to 20,000 lines. 
Also shown are costs for campaigns 
|covering various sizes of cities. 


‘Doelger Names Atherton 


Peter Doelger Brewing Corpora- 
tion, Harrison, N. J., has appointed 
Atherton & Currier, 
direct its account. 
new product, will be featured in 
odvertising. 


cent of the budget of the average | 


campaigns | 


| has 


New York, to} 
Lambic beer, a} 
|cooperative advertising. 
‘man is account executive. 


Sullivan, Sampson 
to Peoria Daily 


Leo P. Sullivan has joined the 
Peoria Journal-Transcript in charge 
of a newly-created general promo- 
tion department. He spent many 
years in the Twin Cities and was 
in charge of general promotion, as 
well as merchandising and research, 


|for the Minneapolis Journal until its 
recent sale. 
based on estimates of total adv er-| 


David E. Sampson, who was in 


previous years, | the national advertising department 


of the Minneapolis Journal, has also 


‘ioined the Journal- Transcript, Car] 


P. Slane, publisher, announced. 


J. S. K. Hammann Named 


Advertising & Selling, New York, 
has appointed J. S. K. Hammann, 
New York, as Eastern representa- 
tive. He was formerly a network 
representative of the National 
Broadcasting Company and pre- 
viously sales manager of Station 
KYW, Philadelphia. 


Dodd Foods to Rosenberg 


Alice Dodd Products, New York, 
appointed Arthur Rosenberg 
Company, New York, to handle ad- 
vertising of its food specialties. The 
company plans to use national 
magazines and direct mail in its 
Al New- 


Mt. Whitney, highest point in the United States, lifts its head 14.496 
The Los Angeles Examiner is tops, too, in its market, with the 


feet. 


LARGEST MORNING & 


Pe 


“4 
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SUNDAY CIRCULATION 
West of the Missouri! 


220,185 Families... . 
560,882 Families... . 


HOW ADVERTISERS SAY IT: 


DAILY 
SUNDAY 


During August, the Examiner gained 53,527 
lines of retail advertising, 36,150 lines more 


than the next nearest newspaper. 


The 


Examiner's retail gain for the year Sept. 1, 
1938, to Sept. 1, 1939, was 230°), as great as the 
next morning newspaper. 


LOS ANGELES 
EXAMINER 


Nationally Represented by 
RODNEY E. BOONE ORGANIZATION 
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Increase Promotion 
Efforts, Barton 
Advises Brewers 


Gains of Dry Forces 
Described at New York 


Convention 


4.—Discrimina- 
public relations 


New York, Oct. 
tory state taxes, 
and the advance of the forces of 
prohibition were major items 
claiming the attention of nearly 800 
members of United States Brewers’ 
Association, meeting in a three-day 
convention here this week. Sales 
continue to be disappointing, it was 
reported, with current expectations 
of about 52,000,000 barrels annual 
volume representing only a 2 per 
cent gain over last year. 

Rep. Bruce Barton, while con- 
gratulating the brewers on having 
“learned the lessons of the past and 
cleaned house,” cautioned them to 
make sure that sound public rela- 
tion policies are reflected not only 
in advertising, but in “every deci- 
sion that is made,” including labor 
relations. 

“No industry can rise higher in 
public opinion than the average of 
the industry,” he said. “It is only 
when an industry comes to recog- 
nize the need of social conscious- 
ness that you achieve a program of 
public relations.” 


Stresses Future Markets 


Pointing out that the advertising 
budget for beer is only a fraction of 
that of many other fields of equal 
or smaller size, the legislator hinted 
that the breweries are relying too 
much on past laurels. He warned 
his audience that their old friends 
among the consuming public are 
dying off, and that new consumers 
reaching maturity are not familiar 


with the names of the famous 
breweries of the past. Even last 
year’s advertising, he declared, is 


out of date. Mr. Barton urged the 
brewers to insist on the highest 
possible standard for their advertis- 
ing copy. 

Mark Graves, New York state 
commissioner of taxes and finance, 
told the convention that higher 
taxes may be expected in the years 
ahead, and advised the launching of 
a consumer education campaign to 
acquaint people with the discrimi- 
natory practices of certain states 
with little or no brewing industry, 
in levying excessive taxes on the 
products of nearby breweries. 

C. D. Williams, secretary of the | 
association, reported that there are 
now more than 8,000,000 people in 
the United States who cannot drink 
beer legally today. This represents 
a gain of 1,000,000 since last year. 


Names Cecil & Presbrey 
Charles Q. Sherman Corporation, 

New York, has appointed Cecil & 

Presbrey, New York, as its agency. 


SEND FOR ME 
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Arthur Unger to Retire 
From General Foods 


Arthur Unger has retired as vice- 
president of General Foods Sales 
Company, New York. He has been 
engaged in sales promotion of groc- 
ery specialties for 35 years. 

Mr. Unger has been with Armour 
& Co., Beechnut Packing Company, 
and in 1922 joined Postum Cereal 
Company, Chicago. In 1935 he was 
transferred to General Foods Sales 
Company in New York as vice- 
president and national sales man- 
ager. 


Berman to Sunset Press 

Harry Berman, formerly adver- 
tising sales counselor in Atlanta, 
Ga., has joined the creative sales 
department of Sunset Press, San 
Francisco. 


Showing you how labels 
stick to the job on 
letterheads envelopes 
packages and products. 
Chip the coupon to 


the Colorlul Book of 
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Syracuse U. Offers 


Testing Service to 
Check Copy Claims 


| Syracuse, N. Y., Oct. 4.—Seeking 
| to aid publishers in promoting truth 
|in advertising, Syracuse Univers- 
| ity’s school of journalism has estab- 
lished a laboratory testing service 
| which will investigate advertised 
| products. Publishers will be charged 
|only the actual cost of the research. 

Laboratories of the colleges of 
home economics and applied science, 
as well as all chemical and physical 
research facilities of the university, 
will be utilized. Cooperating on 
the project with Dean M. Lyle 
Spencer, journalism, are Dean 


Annie L. MacLeod, home economics, 
and Dean Louis Mitchell, applied 
science. 

In announcing the new service, 
Dean Spencer declared that “fact 
finding is basic to all efforts to bar 
fraudulent and misleading advertis- 
ing from newspapers and maga- 
zines. Until the publisher is able 
to determine the merit of advertised 
claims, he is powerless to discrimi- 
nate ‘against the anti-social adver- 
tiser. 


FTC Activity Cited 


“Recent Federal Trade Commis- 
sion charges questioning the im- 
partiality and thoroughness of 
testing services maintained by pub- 
lishers and other commercial com- 
panies have made increasingly 


apparent the need for a scientific 
testing agency operating under 
auspices whose partiality would not 
be open to question. 

“Laboratories of a great univers- 
ity appear to offer the most thor- 
ough and fair testing facilities 
which can be made anywhere. 
Through making the services of 
such laboratories available and act- 
ing as a contact point between pub- 
lishers and the university scientists, 
the school of journalism seeks to 
render practical aid in increasing 
the prestige and effectiveness of 
advertising.” 


Cowen Moves 


Morton H. Cowen, Chicago 
agency, has moved to 221 N. La 
Salle street. 


I 


what’s that got to do with 
Selling soap ? 


two years. 


They call it the ‘sleeps’. 
summer they watch 200,000 horses die of it. 


or sleeping sickness . 


Wt the 


OU’VE probably never heard of encephalomyelitis, and if you’re 
lucky, your horse will never catch it. It’s an eight dollar word 
that has cost American farmers eight million dollars in the last 


-and each 


But this year things might be different. For Country Gentleman 
just got through telling 2 million of agriculture’s top men what to 
do about it. 


It told about the two types of the disease, the Eastern and the 
Western...told about its counterpart in humans. It warned about 


quack cures that have cropped up in certain sections...and an- 
nounced a new serum that science has developed to lick the disease. 


Big words and all, these Country Gentleman articles probably 
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Fatmor Campaign 
Adds Impetus to 
Cranberry Season 


New York, Oct. 4.—Its advertis- 
ing problem complicated by the 
varying dates of Thanksgiving, 
American Cranberry Exchange will 
jounch the most extensive promo- 
tion program in its history later 
this month, it was revealed here 
this week by A. U. Chaney, presi- 
dent. 

Big Newspaper Schedule 

Copy in support of Eatmor fresh 
cranberries will appear in 
newspapers in this country and 
Canada. Insertions are scheduled 


178 


twice a week, with the campaign 
to start Oct. 26 and continue until 
the week before Christmas. 

The magazine phase of the pro- 
gram will get under way Oct. 15, 
embracing color insertions in The 
American Weekly, Family Circle, 
This Week and Woman’s Day. 
Black-and-white copy will run in a 
list of farm papers, and a business 
paper drive is already in progress. 
Spot radio announcements will be 
used over 29 stations. Batten, Bar- 
ton, Durstine & Osborn is the 
agency. 

This fall’s campaign is based upon 
a study of coupon returns from copy 
testing research conducted last 
year. As a result of that study, it 
was found that consumers prefer 
illustrations showing large-size 
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cranberry dishes to the type of copy 
used last year in which individuals 
were pictured 
sauce and pie. 

Merchandising plans call for the 
distribution to dealers of window 
streamers, a cardboard scoop, a re- 
cipe book and a book offering facts 
on the nutritive value of the cran- 
berry. Cooperation has also been 
sought from independent grocery 
chains and cooperative groups. 

News of the Eatmor campaign 
followed announcement of the Cran- 
berry Canners’ advertising pro- 
gram, reported in ADVERTISING AGE 
last week. This organization, sell- 
ing Ocean Spray cranberry sauce, 
will also use magazines, newspapers 
and radio, in a drive starting 
Oct. 26. 
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States Divided 
eating cranberry’ Almost 50-50 on 


Thanksgiving Issue 


New York, Oct. 4.—The problem 
facing advertisers who employ cam- 
paigns timed to catch the Thanks- 
giving Day market was made plain 
here this week when the Associa- 
tion of National Advertisers re- 
vealed results of a canvass of state 


governors which showed that 21 
states plan to follow President 
| Roosevelt’s suggestion by advancing 
|the holiday to Nov. 23. Twenty- 
| three others will celebrate the oc- 
casion on the traditional last Thurs- 
|day in November. 

The AWA survey also disclosed 
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get more close reading than those in any of the magazines you read. 
Because they are right down in the livelihood groove of the people 
to whom they are sent. Because they deal with facts and advice 
and news that mean business...to folks in the biggest business of 


them all! 


That’s why encephalomyelitis has something to do with selling 
soap. Or shoes or sealing wax. 


Ads that ride side by side with bread-basket news, just naturally 
get bread-basket reading. And that’s the kind that means action. 


Stay out of this magazine and you pass up a bull’s-eye shot at the 
cream of a market spending 40c of each retail dollar. 


Get in, and you turn your ideas into the profits that follow action. 
For no idea backed by the pages of Country Gentleman has ever 


failed to get action! 


COUNTRY GENTLEMAN 


NATIONAL SPOKESMAN FOR AGRICULTURE 


COMFORTING THOUGHT 
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SPARK PLUGS 
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The underwear in this new Champion 

window display is reproduced in all its 

red flannel reality. Display cards and 

posters carry out the same theme. All 

were created by Forbes Lithograph 
Company, Boston. 


that the governors of three states, 
Georgia, Maine and West Virginia, 
had not made up their minds on 
the matter at the end of September. 
One other, Governor Lee O’Daniel 
of Texas, intends to dodge the issue 
by proclaiming both days. 

States planning to celebrate Tur- 
key Day on Nov. 23 are: California, 
Delaware, Illinois, Indiana, Louisi- 
ana, Maryland, Michigan, Missis- 
sippi,- Missouri, Montana, New 
Jersey, New York, North Dakota, 
Ohio, Oregon, Pennsylvania, South 
Carolina, Utah, Virginia, Washing- 
ton and Wyoming. 

The holiday will be celebrated on 
Nov. 30 in these states: Alabama, 
Arizona, Arkansas, Colorado, Con- 
necticut, Florida, Idaho, Iowa, Kan- 
sas, Kentucky,. Massachusetts, Min- 
nesota, Nebraska, Nevada, New 
Hampshire, New Mexico, North 
Carolina, Oklahoma, Rhode Island, 
South Dakota, Tennessee, Vermont 
and Wisconsin. 


Woodhead Heads 
Albany Ad Club 


Albert N. Woodhead, assistant 
secretary of the New York Power 
& Light Corporation, has _ been 
elected president of the Albany Ad- 


/vertising Club, succeeding John J. 


McCann, Jr., who recently became 
advertising manager of Nettleton 
Shoe Company, Syracuse. 

Other new club officers are: vice- 
president, E. Bradley Carnell, Al- 
bany Business College; secretary, 
Edward L. Spencer, Montgomery 
Ward & Co.; treasurer, Mildred 
Fisher, Fashion Art Service. New 


directors are Henry W. Stock, 
Knickerbocker News; George H. 
Levens, Hosler Ice Cream Com- 


pany; Christina Birrell, Birrell Ad- 
vertising & Publicity Bureau; A. H. 
McAllister, John G. Meyers Com- 
pany, and Raymond C. Martin, Al- 
bany Publicity Service. 


New UP Factors 


In Omaha Market 


Livestock receipts in Omaha are 
UP—47.8°/, more for July, 1939, 
than for the same period a year 
ago. Livestock prices are also UP. 


. . « & healthy combination in this 
immense livestock, farm and pro- 
duce market. 


Cover this market, plus Nebraska 
and Southwestern lowa now—with 
one newspaper... 
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Bireley’s Tells 
How and Why of 
Its New Logotype 


Hollywood, Oct. 
the-scenes story of the development 
of a subtle but important phase of 
soft drink advertising— 
logotype — was revealed today by 
Bireley’s, Inc., maker of orange and 
grape drinks. 

Bireley’s logotype has been in use 
about a year, company spokesmen 
said, and has been unchanged in 
that time. Prior to adoption of the 
current style, however, some 23 
changes were made, each designed 
to surmount a specific problem. 

Direction of this task fell chiefly 
upon the shoulders of C. A. Lasley 
when he became advertising man- 
ager last year. One of his first du- 
ties was a marketing analysis which 
revealed a sad lack of continuity 
in the company’s trademark. 

A logotype was sought which 
would have. utility, personality, 
quality and an individuality that 
would be easily recognized and re- 


membered. The name Bireley’s was | 


found to be very hard for the ave- 
rage person to pronounce correctly, 
and much harder to remember. 
However, it was also found that, 


4.—A_  behind- | 


-an effective | 


| when the the consumer Siete did get 


the name right, he remembered it. 
| This indicated the necessity of de- 
| veloping a logotype with a strong 
|eye appeal. 

As shown in the accompanying 
| illustration, several types of design 
and lettering were tried out. The 
first glimmer of success appeared 
when script lettering was used be- 
cause of the great degree of indivi- 
duality obtainable. Each letter in 


ways before final acceptance. To | 
ciation bugaboo, the word was di 
vided between the letters E and L. 
This has proven much 
fective than the previous addition | 
of an additional phrase, “Say ‘Buy- | 
R-Lees.’ ”’ 

The problem of color came next 
with experiments indicating that a 
specially prepared blue with white 
lettering of the name, Bireley’s, was 
most effective. 
a black background is used. 


at the lower right of the picture, | 


sign. 


Dudley Leaves Moxie 


R. E. Dudley has resigned as ad- 
vertising manager of The Moxie 
Company, Boston. 


more ef- | 


In newspaper copy | 
The completed logotype is shown | 


just above the complete poster de- | 


| Semana Destens Fair 
Post; Assails Politics 


Edward L. Bernays, appointed 
Sept. 18 as public relations counsel 
'to develop a program for the New 
|York World’s Fair in 1940, has 
| withdrawn from the unpaid post. 
| He tendered his resignation to the 
executive committee, declaring that 
“IT could not conscientiously devote 
my efforts to fighting against polit- 
ical alignments instead of concen- 
| trating on the needs of the fair it- 


the name was written a number of | self.” 


help the consumer with the pronun- ‘Release Graphic Arts 


‘Motion Picture 


The first movie on a graphic arts 
subject to be produced in sound and 
in color has been released by Inter- 
|national Printing Ink Corporation, 
New York. 

The film, called “Keeping in 
Touch,” shows the role of printing 
ink as a factor in modern life. It 
|'was filmed by Willard Pictures. 


“Stage” in Bankruptcy 
Stage, New York, last issued in 
June of this year, has filed a volun- 
tary petition in bankruptcy. Accord- 
ing to John Hanrahan, publisher, 
negotiations for weekly publication 
of the magazine have failed, largely 
because of the international situa- 
tion. The magazine was originally 
published in 1919 as a house organ 
'for members of the Theater Guild. 
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of children. 


For more than a century St. Nicholas has been the special friend 
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EVOLUTION OF A LOGOTYPE 


Bireley's, Inc. 


Epstein Joins “Forward” 
Joshua S. Epstein, formerly of 
| Waxelbaum & Co., 
|been appointed advertising man- 
ager of the New York Jewish Daily 
Forward, succeeding Henry Green- 
field, who resigned after 17 years 
| with the newspaper to become man- 
/aging director of Station WEVD, 
| New York. 


| Buys Joplin Agency 

Adolph L. Bloch Advertising 
Agency, Portland, Ore., has pur- 
chased Wm. Joplin Advertising 
Agency, Portland, established in 


in 1922. 


New York, has | 


1936. The Bloch agency was started | 


Twenty-three different changes figured in the firal selection of a logotype for 
The development of the desicn drama is charted here. 


Cole Toomey to Wesley 


Cole Toomey Company, New 
York, has appointed Wesley Asso- 
ciates, New York, to handle adver- 
tising of its new Press-Rite electric 
presser, a garment presser about 
the size and shape of an electric 
razor, retailing for $1. Advertising 
is expected to include Collier’s, Life 
and The Saturday Evening Post. 


Glidden to Start Drive 


The Glidden Company, Cleve- 
land, manufacturer of paint, wil! 
launch a newspaper campaign soon 
in key cities throughout the coun- 
try. Meldrum & Fewsmith, Cleve- 
}land, is the agency in charge. 
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But Trojans were the first of the general public to know the 
familiar Santa Claus of today, "with a broad face and a round little 
belly that shook like a bowl full of jelly,"’ for it was the Troy Sentinel 
which first published on Dec. 23, 1823, Dr. Clement C. Moore's 
famous poem, "The Night Before Christmas.” 


Now it's The Record Newspapers, the city's sole dailies, that 
acquaint Trojans not only with personages but merchandise and 
services as well. 


For a "Santa Claus" season all year, discover what a really good 
sales field Troy is. The 119,324 consumers living within the A.B.C. 
City Zone's 3!/>-mile radius make retail purchases in excess of 
$38,896,000 annually. 


Because you can do the whole job here at a single rate of only 
12c per line, Troy is New York State's lowest cost major market. 


THE RECORD NEWSPAPERS 


+. THE TROY RECORD -THE TIMES RECORD 


THE TROY RECORD COMPANY 
J. A. VIGER, ADVERTISING MANAGER 
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Food Advertisers 
Urged to Cultivate 
Institutional Field 


Influence of Restaura- 
teurs Stressed at Chi- 
cago Meeting 


Chicago, Oct. 3.—Cooperative 
‘ood advertising campaigns which 
re addressed only to the general 
ymsumer and fail to include spe- 
fic advertising to the institutional 
narket fall short of their objectives, 
Sherman J. Sexton, president of 
John Sexton & Co., leading institu- 


Kurk Directs Sen Selves 


tional food distributor, declared to- 
day in addressing a group of insti- 
tutional merchandisers. 

The occasion was a_ luncheon | 
eiven by C. A. Patterson, publisher | 
f American Restaurant, to leading | 
manufacturers represented at the | 
National Restaurant Association | 
convention at the Furniture Mart, | 
which attracted a registration of | 

er 12,000. 

“Thirty cents of every dollar | 
spent for food in this country comes 
from the institutional buyer,” as- | 
serted Mr. Sexton. “Their require- | 
ments are different from those of | 
the general consumer, and they need | 
specific educational material deal- 
ng with their use of the products 
odvertised. 

“A typical current campaign 
which in my opinion is weakened 
by lack of representation in the in- 
stitutional field is that of the Tea 
bureau. This organization is spend- 
ing $1,000,000 to reach the general 
consumer and nothing to sell the 
institutional consumer, although 
marketing opportunities for tea in 
the institutional field are exception- 
ally good.” 


} 
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Special Training Described 


John Walker, of the General 
Foods institutional department, said 
that salesmen representing this 
company in the institutional field 
ire given special training to enable 
them to educate buyers on proper 
uses of its various products, while 
George Mently, of Birds Eye Frosted 
Foods, explained that this com- 
pany’s sales representatives have 
been qualified in food cost account- 
ing to enable them to advise restau- 
rant operators and other quantity 


buyers on how to build and price | 


menus. 
Miss Ina Lindman, of Fruit Dis- 
patch Company, explained the 


success of her demonstrations of ba- 
nanas to restaurants and other in- 
Stitutional buyers, while Miss An- 
nette Snapper, of Pabst Brewing 
Company, told how menu sugges- 
ons involving many products, and 
With beer as a background item 
only, have been successful in creat- 
ing increased demand for Pabst. 


‘Sidney Hoedemaker, of Pig ‘n’ 
Whistle, Los Angeles, restaurant 
Chain, protested against too many 


r-takers in the field, and urged 
eative and constructive type of 
fling represented by the educa- 
efforts of Fruit Dispatch, Ry- 
K and Pabst. Al B. Carder, 
us “sizzling steak” originator 
icago, told of the many helpful 
Which are brought to him by 
facturers’ salesmen, and John 
ole, of White Plains, 
ested that because of the pres- 
nm restaurant operators’ time, 
of the direct mail addressed 
m does not get attention. 


‘ 
( | 
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SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNORED MILLION DOLLAR MARKET 


its coverage of wholesalers and re- 

who sell seed and other horticultural 

ricultural items to 41,000,000 farmer 
irbanite customers. 


| gladly give you an analysis of this 


5 it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, IH. 


ee 


Detecto Scales Company, New 
York, will begin its fall campaign, 
scheduled to run through the spring 
of next year, with insertions in the 


November issues of Good House- 
keeping, House & Garden and 
Vogue. Gleitsman’s, Inc., New 


York, will begin a campaign for its 
Pearl-Wick hampers in the Decem- 
ber issues of House Beautiful, 
House & Garden, and Vogue. Alex- 
ander J. Kurk, New York, directs 
both accounts. 


Brandon Joins WSAV 


N. W. Brandon has been ap- 
pointed advertising manager of Sta- 
tion WSAV, Savannah, Ga., effec- 
tive Oct. 16. Since 1935 he has been 
an account executive with C. P. 
Clark, Inc., Nashville. 


Alien Companies 
Take Huge Toll in 
Insurance Field 


Chicago, Oct. 3.—The unremitting 
warfare between mutual and stock 
fire and casualty insurance compa- 
nies took a new turn today when 
the American Mutual Alliance dis- 
tributed a study of “Alien Insurance 
in the United States” in connection 


Advertising-Sales Conference at the | 
Stevens Hotel. 

The report said that alien-con- 
trolled fire and casualty companies 
| have had a premium income in ex- 
'cess of three billion dollars during | 


with the ninth Mutual onnection | of: and casualty companies have | 


| 


| 


ing this time, these alien companies | the type opposed by the American 
have received in excess of $139,-| Mutual Alliance, the list, given in 
000,000 in the form of net remit-/full, includes those with home 
tances from branch offices in this | offices in Italy, Japan, China, Spain, 
country, the survey asserted. France, Sweden, Switzerland, Nor- 
|New India, Holland, Denmark and 
New Zealand. The survey said that 
“a painstaking search of standard 
|sources reveals no alien fire or 
casualty companies in the mutual 
field.” 


Get Large Portion 


In addition, it is charged, alien | 
companies have received a large} 
portion of the dividends paid by | 
companies incorporated in the | 
United States, but under the control | 
of alien interests. Alien controlled | Lewis Tool to Raymond 
L. Raymond Company, Los An- 
paid over $58,000,000 in dividends | geles, has been appointed to direct 
during the same ten-year period, | |the advertising of Lewis Machine 
exclusive of the business of unli- | TO ool Company, Los Angeles, manu- 
censed alien carriers and of Lloyds facturer of castings and mechanical 
Caderwriters of Landon. . blue prints. Industrial Arts, Pop- 


4 tp : ular Science, Popular Mechanics 
While British companies are the | and vocational education magazines 


|the ten-year period 1928-1937. Dur- | most numerous and the strongest of | will be used. 


BUT 


THE CLEVELAND PRESS started the Junior Avia- 
tors in 1934. Within three weeks, forty-five thou- 
sand boys and girls were enrolled. The Depart- 
ment of Education has appointed two specialists 
to aid in the work as part of the manual training 


efforts of the schools. 


THE CHILDREN begin with the simplest forms of 
gliders. They progress to machines powered by 
rubber bands and by tiny motors. Their inventive 
achievements and craftsmanship reach levels 
worthy of trained scientists. Their persistency, 
tenacity, and industry would ornament any age, 


nation, or civilization. 


MEETS ARE HELD WEEKLY. The great National 
Meet, held every year at Akron, attracts entries 


| T 


WON'T CRACK UP NEXT YEAR” 


= | from a letter to The Cleveland Press k- 


“Or watch the things you gave your life to, 


broken, 


And stoop and. build ‘em up with worn-out tools;”’ 


A boy—just a youngster without money or pros- 


That boy can take it. 


learned balance, 


in life generally, 


failure. 


from all over the country and even from foreign 


lands. 


TWENTY-ONE HIGHER INSTITUTIONS of learning 
provide free scholarships in aviation engineering 
to boys who prove their aptitude. Aircraft manu- 
facturers give jobs in their designing departments 
to boys who have learned their craft the hard way. 


IT WAS STARTED by The Cleveland Press and The 
Press keeps it alive, keeps it growing, not only in 


Cleveland, but throughout the nation. 


~H Wes 


pects, or anything but guts—builds a model air- 
plane. He works on it, day and night, for a solid 
year. He takes time out to earn money fora motor 
and parts. He enters a meet. But something is 
wrong. In the first second of flight the plane dives 
on its nose and cracks into a hopeless wreck. 
lears? Not a sign of them. Nothing but the grin 
of a true sportsman and the grim determination 
that next year, his plane will not crack up. 


No matter what vicissitudes life may hold, he 
is emotionally prepared to meet them. He has 
measure, 
that genius is the infinite 
pains, that invention is one-tenth inspiration 
and nine-tenths perspiration, that in the air and 
anything less than 100%, is 


Four hundred thousand Junior Aviators in 
seventeen Scripps-Howard cities are learning 
these fundamental lessons in character-building. 
Beside these lessons, the great achievements of 
Junior Aviation fade to insignificance. True, the 
youth of the nation is being trained to take its 
place in a future which will be profoundly in- 
fluenced by our conquest of the air. True, the in- 
dustry of aviation will benefit from a personnel 
trained to understanding at a very early age. 
True, the Junior Aviator of today, who will be- 
come the aviation engineer of tomorrow, will 
contribute heavily to his nation’s future welfare. 

But all these things are of the future. Right 
now, The Cleveland Press, which started it all, is 
building craftsmanship, character. The newspa- 
per which takes a futile boy off the streets, gives 
him a purpose and ambition and trains him to 
take it—that newspaper wins the love and respect 
of the community it serves. Out of that love and 
respect comes Power— power to do good; power 
to move goods. . 


He knows 
capacity for taking 


patience. 


~The Cleveland Press 
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October 9, 1939 


Refutes Dies Committee 
Advertising Findings 

To the Editor: The Oct. 2 issue of 
ADVERTISING AGE had 60 lines on 


Page 1 headed “Stalin Is in Ad- 
vertising, Too, Committee Told.” 


Being a report of what a former 
head of the Russian Red Cross testi- 
fied before the Dies Committee on 
Sept. 27, your good paper has no 
responsibility of editorial comment 
in the news piece. 

But it might interest your many 
readers, unfamiliar with the sub- 
ject, that rarely has so much mis- 
information been compressed into a 
space of 60 lines—one col. To ex- 
plain: 

“There is no competition in Rus- 
sia—so why advertise?” 

Certainly, there is no competition 
in the U. S. S. R. as far as home- 
made products go. In Moscow, 
Leningrad, Gorki, Odessa—you may 
see hawkers with stocks in push- 
carts selling exactly the same con- 
sumer goods displayed for sale in 
the stores before which the push- 
cart is parked. No jealousy, no 
competition. 

But it is far different when it 
comes to imports of manufactured 
goods supplied by other nations. 
Competition is fierce. American 
firms seeking Soviet business use 
every form of available advertising 
—catalogs and mailing pieces 
printed in Russian cover industries 
of interest to the suppliers. Trade 
papers are used consistently. The 
last issue of the Russian catalog of 
U. S. industry and trade carried 600 
pages advertising American prod- 
ucts. 

No charge is made for the trans- 
lation of paid advertisements, but a 
charge for the translation of broch- 
ures and catalogs certainly is justi- 
fied. All foreign language publica- 
tions follow that custom. 

I have had Inreklama—which by 
the way is not an advertising agency 
—advise using a limited budget for 
the making and mailing of a catalog 
rather than put the money into the 
purchase of publication space. No 
profit there for Inreklama. 

The Soviets buy only what they 
need. Sales argument, as we use it 
in our advertising at home, is a 
waste. What they want is informa- 
tion terse but clear, well illustrated. 
In short, catalog exhibits instead of 
what we call “advertising.” 

JOHN G. ROBEL, 

Manager, Export Division, Evans 

Associates, Inc., Chicago. 


vywyY 
One Letter Helps 

To the Editor: While reading the 
story on liquid dentifrices reported 
by ADVERTISING AGE, I came upon 
the phrase, “Cue Wins by a Mile” 
for Colgate. I think that by adding 
one letter, it will have that extra 
something. 

“Cue Wins by a Smile.” 
do you think? 


What 


Les LITANT, 
Advertising Manager, Gordon 
Mfg. Company, Framingham 
Centre, Mass. 
a ae 


A Thought for Today 


To the Editor: Referring to your 
recent item regarding the alteration 


of a Waterman fountain pen adver- | 


tisement to obliterate the school 
girl’s legs, we think that if some of 
these advertising agency men who 
prepare copy for their clients would 
think more about the product to be 
sold and less about their stenog- 
raphers’ legs, that results from ad- 
vertising would increase tremen- 
dously 
JONATHAN PILGRIM, 
Plymoufh, Mass 
vy 


Quick Action 

To the Editor: I thought 
would be interested in 
attached advertisement which 
pears in the current issue 
New Yorker. 

Here is 
let any grass grow under his feet 
H. J. TAUBER, 

Bronx, N. 


you 


ap- 


. 


seeing the | 


of The 


| 


| manufacturers and the 


an advertiser who doesn't | 


| 


Glenmore Pushes 
Motoring Sanity 


To the Editor: As you can see by 
this poster, our client, Glenmore 
Distilleries, Inc., is serious enough 
about its determination to empha- 
size the danger of driving while 
drinking to use some of its adver- 
tising appropriation for this pur- 
pose. These posters appear in taxis. 

The campaign has received a 
great deal of public commendation 
in Louisville, where the plan was 
first tested, and soon the posters 
will appear on the backs of Yellow 
cabs in other principal cities. 

ALLEN CLARK, 

D’Arcy Advertising Company, 

St. Louis. 
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Canadian Radio 


Stations Carry On 

To the Editor: On Page 14 of your 
Sept. 25 issue is an article entitled 
“Canada Raises Broadcast Fees as 
War Measure.” There are several 
inaccuracies which I thought only 
fair to you and ourselves to call to 
your attention. 

In the first place, the advance in 
station license fees is not a war 
measure. It was recommended five 
months ago by a Parliamentary 
Committee inquiring into radio 
broadcasting in Canada in order to 
more nearly equalize license fees. 
All stations whether small or large 
were previously paying similar fees. 
The new scheme was suggested as a 
means whereby the larger stations 
would pay a larger fee. This rec- 
ommendation had nothing to do 
with financing the cost of the war. 

In any event, the licensing of sta- 
tions is a function of the Depart- 
ment of Transport of the Govern- 
ment and not of the Canadian 
Broadcasting Corporation. 
CBC has nothing to do with 
scrutiny of buyers of new radio} 
sets either as a war precaution or 
otherwise. Whatever is being done 
in that regard, 
last paragraph of your 
matter between the 


article, is a 
dealers or 
Department 
of Transport and not the CBC. 


Also, the | 
the | 


as intimated in the} 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


THEY DON'T MIX 


Z DON'T DRINK 


| 


There has been no confusion as| 


a result of the war in connection 


QUICK ON THE TRIGGER 


Because of the War 


St. David's School 


Clermont, Paget, Bermuda 
will be located at 


PUG LANE, NEW MILFORD 
CONNECTICUT 


Co-educational, ages 5-14 
Individual education with 
the atmosphere of the home 


For information address: 


Winstow Davies, HeapmMaster 
Telephone: New Milford 717 


| peal 


a 


with the use of Canadian stations 
by American advertisers. This is 
carrying on as usual. 
E. A. WEIR, 
Supervisor, Press and Informa- 
tion Service, Canadian Broad- 
casting Corporation, Toronto. 


, + 


The FBI Technique 


in Job Hunting 

To the Editor: Ad-Libbing’s com- 
ment concerning Howard M. Paul’s 
rogue’s gallery application is most 
appropriate. 

Imagine my surprise, however, 
when the same mail which brought 
ADVERTISING AGE also brought a 
unique application for employment 
—indeed, the first I ever saw where 
the prospective employer was called 
on to supply the references. 

The application came from an in- 
mate of San Quentin—a young man 
26 years of age, who really turned 
out a splendid sales talk for what 
he termed a “product that stands 
five feet, nine inches in height; 
rather attractive in an Irish way; 
available as a typist, clerk, or gen- 
eral office man at a very nominal 
sum; never employed as a publicity 
man before but full of ideas shout- 
ing for an outlet.” 

I was invited to “mail my order 
for this exceptional piece of equip- 


ment to the State Parole Officer, 
Room 6, Ferry Building” or to 
“temporary headquarters at San 
Quentin.” 

Accompanying the sales letter 
was an application form termed 


“Offer of Employment,” which was, 
in effect, a promissory note agree- | 
ing to give a job “in the event of | 
the release of the above-named in- | 
mate on parole.” 

S. H. Baprt, 

Sig H. Badt Advertising Agency, 

Dallas, Tex. 

. Referring to that piece in| 
Ad- Libbing, to the best of my 
knowledge this application of the | 
FBI technique originated with me. 
You reproduced my “Wanted” cir-| 
cular in your issue of March 25, | 
1938. 

It worked out all right. 
Wm. B. Remington, Inc., 
both the boss and I are 
with the connection. 


N. B. WINKLESS, JR., 


I’m with 
here, and 
delighted 


Springfield, Mass. 
v v v 
Wanted: Sequel to 
Drama of Ashworth 
To the Editor: I have just now 
finished reading ADVERTISING AGE, 


issue of Sept. 18. One item that has 
particularly appealed to me _ is 
located under your “Ad-libbing” 
head. It is a reproduction of the 
advertisement “Ashworth Speaks.” 

I note that you question whether 
Ashworth’s appeal will get results. 
After reading it, I agree that the 
copy does seem contrary to accepted 
advertising ideas. BUT, what I’d 


like to know 
results? 
Maybe the good people of Raleigh 
will heed brother Ashworth’s ap- 
Maybe his utter sincerity and 


is, will 


Ashworth get 


—— 
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Mills, tne. New York 


CARMOM FURE BILH HOLLER ® 


WAIT ES Poee 


Cannon Mills’ recent women's magazine copy for its towels gave but little space 


to the insert showing the wall rack. 


The response, however, 
big potential sale for the rack and, incidentally, for more Cannon towels. 


has indicated a 


sides consumer inquiries, many leading stores wrote to the company to find out 
N. W. Ayer & Son is the agency. 


where the rack could be obtained. 


straightforward tone will have an 
effect far greater than one might 
think. Or maybe the folks in Ral- 
eigh will go right on buying at the 
chains . . . Ashworth?—Who’s he? 

At any rate I am intensely in- 


terested. I'd like to know what 
happened to Ashworth. Maybe 
other readers might like to know 


too. Would it 


be within ADVERTIS- 


ING AGE’S scope to find out? 


K. J. BREWER, 


Brewer - Weeks Company, San 


Francisco. 


[Editor’s Note: 


ADVERTISING AGE 


is now scouting down the details 
for a possible sequel to the tragedy 


of Ashworth. ] 
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~ Madison 8217 
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Effective Copy 
Steps Up Sales 
Tenfold: Hollister 


Macy's Ad Chief Re- 
aa Results of Three- 
Year Test by Store 


Boston, Oct. 4—A “plus-over- 
normal” system of copy testing, by 
which a particular advertisement is 
siven a percentage rating as the re- 
sult of a comparison of sales of the 
advertised product with “normal” 
sales of the same product without 
advertising, has enabled R. H. 
Macy & Co. to increase the produc- 
tivity of its advertising dollar from 
$5.36 to $7.70, and reduce “flop” 
advertising from 20 per cent to 
about 6 per cent. 

This was revealed here yesterday 
by Paul Hollister, executive vice- 
president of Macy’s, in discussing a 
three-year copy testing research by 
the store before the Boston Con- 
ference on Distribution. Over 28,000 
separate advertisements and the re- 
sultant sales records were analyzed 
in the study. 

An effective advertisement, Mr. 
Hollister declared, will result in $10 
in “plus-over-normal” sales for 
each $1 which the advertisement 
costs. Although advertising be- 
havior is governed by too many 
variables to permit regulation by 
rigid rules, he said, Macy’s classi- 
fies the types of response gained 
from advertising into three groups. 


Copy Objectives Enumerated 


Daily merchandise copy, which 
seeks to make immediate sales, re- 
sults in what Macy’s calls a Z re- 
sponse. An X response is achieved 
through institutional promotion 
which inspires loyalty to the store 
as a whole, and Y response through 
departmental advertising which is 
slanted toward establishing loyalty 
to one or more departments. 

Type Z, Mr. Hollister said, has 
been found by Macy’s to be more 
advantageous in the fall of the year 
than at any other season. 

Macy’s spends less than 3 per 
cent of its annual sales volume for 
advertising, Mr. Hollister revealed. 
A recent Harvard University study 
showed that large stores throughout 
the country spend an average of 
5.2 per cent of volume. 

The most important element in| 
retail copy, he said, is the product 
featured and the price at which it is | 
offered. Next comes comparative | 
price, followed by the number of | 
days of the sale, the size of the ad- | 
vertisement and medium mee 


Milwaukee Starts BBB 
as Separate Unit 


The Better Business Bureau in 
Milwaukee has been launched as a 
unit independent of the Milwaukee 
Association of Commerce. 

A. Walter Seiler, head of Cramer- 
Krasselt Company, is president of 
the new bureau. Harry B. Hall, 
executive vice-president of Klau- 
Van Pietersom-Dunlap Associates, 
is vice-president. 


PHILADELPHIA 


social, commercial and amusement life 
centers around this famous hotel geo- 
graphically and traditionally. Its food is 
world-renowned, its service is perfect 


ond rates are reasonable. 


BELLEVUE-STRATFORD 


CLAUDE H. BENNETT, General Manager 


Borg-Warner 
Advances Two 


James A. Sterling, advertising 
manager of the Norge division of 
Borg-Warner Corporation, Detroit, 
has been appointed general mer- 
chandise manager for all Norge 
products. 


He is succeeded by George C.| 0f the pavement-pounders glorified 


behalf of its six-for-a-quarter car- 
Pepsi- Cola Revives ton, marks the company’s first de- 


Mack Sennett 
Humor with Cops 


New York, Oct. 4—A couple o 
jovial cops, somewhat reminiscen 


parture from the price advertising 
which has characterized the bever- 
age’s merchandising heretofore. 
The two comics, who are destined 
f| for a busy selling career, are labeled 
t| “the Pepsi-Cola cops.” In their 
initial appearance, Pepsi and Pete 


Whitney, formerly assistant adver- | by Mack Sennett a generation ago, |One the roles they are to play. 


tising manager. 


oS 
“News” Promotes Mashbir 


| were given an advertising sendoff 
this week by Pepsi-Cola Company, | 


which introduced 


One puts a tape-measure around 


‘the bottle and declares: “I make 


its new trade|sure you get a big, big bottle—12 
| symbols, Pepsi and Pete, in 420-line full ounces.” 


His companion, de- 


Wm. M. Mashbir, on the national | | copy in 712 newspapers throughout|picted in the act of sampling the 


advertising staff of the Philadelphia 
Daily News for the past 14 years, 
has been promoted to national ad- 
vertising manager. He will take 
over the duties of DeLisser-Boyd, 
which represented the News up to 


_— 30. 


the country. The characters will|product, says, 


dominate the company’s promo 


tional activities during the coming | advertisements 


year. 


The new copy, which follows a 
contest conducted by Pepsi-Cola in| the 


“I make sure it’s 
-|wholesome and grand tasting.” All 
will feature “life 
size’ reproductions of the bottle. 

Although the present phase of} 
campaign in newspapers 


scheduled to wind up Nov. 5, na- 
tional magazines will be brought 
into play after that date, with Pepsi 
and Pete donning color in some in- 
sertions. The long-term character 
of the campaign is guaranteed by a 
pretentious drive in business papers 
that has been instituted on a 12- 
month basis. Double-page inser- 
tions will acquaint dealers with the 
profit possibilities of the drink and 
the liberal merchandising support 
of the Pepsi-Cola Company. Newell- 
Emmett Company is the agency. 


Colonial Has New Card 


Colonial Network has issued a 
new rate card, effective Oct. 1, in- 
corporating the addition of two sta- 
tions, WCOU, Lewiston, Me., and 


is} WSYB, Rutland, Vt. 


THE OREGONIAN...THE THREE-MARKET NEWSPAPER! 


There are 


‘THREE /uscious pears 


to the twig 


IN THE OREGON MARKET! 


i THINGS come in threes in the 
prosperous Oregon country. First of all, there is the 
market itself—logically divided into three sections. 
Oregon Market No. 


1 is metropolitan Portland, 


with 40% of total retail salés. Market No. 2 is the 
40-mile zone, with 23% of total retail sales. Market 


No. 3 is the balance of 
of the sales volume. 


the area, responsible for 37% 


Second, there is The Oregonian, dominant news- 
paper of the Oregon Market, with three firsts to its 


credit—first in circulation—first in influence, first in 


reader preference. 


Circulation of The Oregonian parallels sales op- 


HE OREGONIAN | 


portunity —43% in Market No. 1—32% in Market 
No. 2—25% in Market No. 3. 

Now, more than ever before, the way to get all 
three of Oregon's luscious market pears is to use The 
Oregonian—Portland’s largest daily and Sunday 


newspaper. 


BAILY 
The Oregonian . 117,553 
The Journal. . . 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for 6 months period ending Mar. 31, 
1939, show Portland newspaper circulations as follows: 


The Oregonian 
100,450 TheJournal.. . 


The Oregonian leads The Journal by 17,103 daily, 49,785 Sunday 


SUNDAY 
. 156,248 
106,463 


THE GREAT NEWSPAPER OF THE WEST 


PORTLAND, 


PAUL BLOCK AND ASSOCIATES 


National Representatives 


WEW YORK - 
CINCINNATI - SAN FRANCISCO - LOS ANGELES + SEATTLE 


OREGON 


CHICAGO * BOSTON + DETROIT - peeenn 
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ADVERTISING AGE 


IN ALL HISTORY 


“Farm Journal and Farmer’s Wife” delivers the advertiser’s 
message into more homes in more counties than any other 


magazine in America. To this numerical supremacy is added 
the editorial impact of 4-day writer-to-reader service 


which brings the vital significance of world news to waiting 


farm families. Two reasons why “Farm Journal and Farmer’s 


Wife” has so prominent a place on so many national lists. 


FARM 


JOURNAL — 
F armers A] fe 
Graham wr Publisher , 


WASHINGTON SQUARE, PHILADELPHIA 
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Soft Words Spell 
Sweet Music in 


New Formfit Drive 


Trade Copy Warns of 
Irreducible Minimum on 
Feminine Hips 


Chicago, Oct. 3.—The Formfit 
Company outlined its fall and win- 
ter campaign plans today, reveal- 
ing a schedule substantially larger 
than that used this spring, and also 
the fact that this company is steer- 
ing a conservative middle course 
among the pros and cons currently 
besetting designers in this glamor- 
hunting field. 

Formfit’s plans involve black and 
white and rotogravure copy in 72 
newspapers, six magazines and an 
expected heavy schedule of dealer 
copy, with the company splitting 
the bill on this. Trade copy warns 
the industry against a trend to- 
ward the too-indented waistline, a 
designer’s dream which, Formfit in- 
dicates, may kill the goose that laid 


the golden egg, and put corsets back 
where they were 20 years ago— 
nowhere. 

The “scissors silhouette” will con- 
tinue to receive emphasis in copy. 
This is a neat trick evolved last 
spring by Schiaparelli and the com- 
pany’s creative department which 
succeeded in turning the outline of 
a pair of scissors (on paper) into 
the vital points of feminine beauty. 
Another mainspring of the cam- 
paign is the promotional tie-up with 
Madame Schiaparelli who makes 
certain that Formfit corsets will 
conform to style requirements, adds 
her exclusive label to Formfit 
foundations rating her approval 
and also lends her famous name to 
company advertising. 


Waistline Is a Problem 


Copy speaks smoothly of the 
“scissors silhouette” and its simple 
formula: “Breasts held high, deftly 
separated; waist shaped inward to 
intriguing slenderness; hips and 
body lines gently curved with flow- 
ing grace; and a confident, well 
poised carriage that commands at- 
tention and radiates charm.” 

Copy refrains, however, from 
promising milady that the Formfit 
Panel-Art foundation will guaran- 
tee the hour-glass figure, regard- 
less of all else. Thus it reflects the 


_ 


it views with alarm. 
Some of the Paris 

(who actually set the styles for 

Dubuque and Middletown as well 


notches 


this season, it appears. 


few women can slip into them with- 
out previous adjustment or a lacing 
service that may give papa back 
one of his old time chores. 


Company Expresses Views 


any lacing at all, incidentally, are 
|all front lacers, and the company’s 
views upon an extreme reversal in 
design were expressed in a recent 
advertisement to the trade. 
“Waistlines are in again,’ copy 
remarked. ‘“Formfit was the first to 
know this and first to popularize 
the ‘scissors silhouette.’ Schiaparelli 
tipped us off in the summer of 1938. 
So we do believe in indented waist- 
lines, but we believe they should 
be acquired in a healthful modern 
way—a way which gives thought to 
the years of educating women on 
the importance of controlling hips, 
to the comfort that women have a 
right to demand and last but not 


Not long ago a woman from a neighboring 
Connecticut town was en route to a New 
Sudden illness in 
her family made it imperative that she be 


Jersey coast resort by car. 


reached at once. 


The Hartford police asked us to help. Nat- 


urally we complied at once. 


Five minutes after her name first went on 
the air she phoned to thank us! 
heard our message on the radio in her car. 


In itself, this is a small thing. 


simply as an example of how thoroughly New 
Englanders have acquired the WTIC habit 

and how consistently they listen to us. 
friendly audience like ours can be a big help to 
your products in this Southern New England 


market. 


She had 


We mention it 


A big, 


IN SOUTHERN NEW ENGLAND WTIC 


FIRST 


@iIN LISTENER POPULARITY BY 2 TO 1 
IN THE HARTFORD AREA 


@ iN NUMBER OF NETWORK ADVERTISERS 
@iN NUMBER OF NATIONAL SPOT 


RATES 


ADVERTISERS 


WTICc 


| 50,000 WATTS - HARTFORD, CONN. 


The Station With the Friendly Audience 


Travelers Broadcasting Service Corporation 4 
| Member NBC Red Network and Yankee Nstwork : 
Representatives: Weed & Company 


York Chicago Detroit San 


company’s reaction to a trend which | | 


couturiers | 


as the more cosmopolitan centers) | 
have decided to take up a few) 
in the feminine waistline | 
The new) 
gowns look fine, svelte and all of | 
that, but rumor has it that darned | 


The Formfit garments that have | 
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are the glamour for 


Glamour starts with bustline beauty 


Bustline beauty is easily cap 
O them 
$ that 


ured 


neal tin nire that might othe M 
ee is diced te glanc Por Tinfit 
" wa ge BRASSIERES 
Sn how lashing right loveliness |. MW THREE WIDTHS 
at hat ectme defiily yous $1-$3.50 
At the better stores everywhere. 
MADE BY THE FORMFIT COMPANY «© CHICAGO + NEW YORK 
Charity begins at home but glamor starts with bustline beauty. Formfit Com- 


the next few months. 


| pany's warning to women who seek allure will feature a record campaign during 


least, to the health of the human 
body which no one has any right 
to tamper with. 

“In the interest of the enviable 
position of the corset industry and 
the successful status of corset de- 
partments, our thumbs are down on 
any attempt to revive the outmoded. 

“It was just such an extreme 
move in popularizing unhealthful 
and discomforting garments that 
brought on the corsetless era of two 
decades ago.” 

Another problem which Formfit 
must meet is that of increased costs 
due to the war. The company re- 
| ports, however, that it is well cov- 
|ered on present stocks and that 
there will be no immediate increase 
in price. It does expect that prices 
will eventually rise and that it will 
conform to this increase in order to 
maintain quality. 

Most newspapers on the schedule 
will receive five insertions before 
the end of the year. Two roto- 
| gravure insertions are included in 
| the majority of papers. Magazines 
on the schedule are Harper’s Ba- 
zaar, Mademoiselle, The New York- 
er, Photoplay, Vogue and Woman’s 
Home Companion. 


Coming 
Conventions 


Oct. 16-17. Fall meeting, News- 
paper Advertising Executives Asso- 
ciation, Chicago. 

Oct. 17-18. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 19. Annual meeting, Agri- 
cultural Publishers Association, 
| Stevens Hotel, Chicago. 
| Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 

Oct. 19-20. First annual meeting, 
Packaging Institute, Edgewater 
Beach Hotel, Chicago. 

Oct. 25-28. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va 

Oct. 26-27. Annual 
Pacific 
|ciation of Advertising Agencies, 
| Hotel Del Monte, Del Monte, 


| | Sproul. Magowan Named 8 sam 


| Earl 

| Western 
}ern Newspaper Union, and David 
Magowan, in charge of the Eastern 

| advertising office, 

| vice-presidents. 


Sproul, in charge 


To Market New Device 


Advertising Machines Corpora- © 
tion has opened offices at 30 Rock- JF 
efeller Plaza, New York. The com- — 


pany manufactures a new advertis- 
ing medium, an illuminated elec- 
trical device which displays three 
to 30 posters in sequence. James 
Manchester is sales manager of the 
new company. 


Me Used that bitt Autopoint 
T0 SIGN THE ORDER” 


Let Autenstate see 
HELP YOUR SALES} 
START TO FINISH! 


RE’S one direct advertis- 

ing piece which you can 
send through the mails and know 
that it will never land in the 
waste basket. And, used as a 
“‘door-opener,”’ this Autopoint 
pencil stays as a constant “‘silent 
salesman”’ for you in most men’s 
pockets. Autopoint is the pencil 
men love, because it always 
works! The exclusive Grip-Tite 
tip holds even thin leads so per- 
fectly they can’t wobble, twist, 
slide out or break easily. More 
than 6000 firms use Autopoints 
to help them sell. You'll find a 
tested plan to fit your need in 
‘*The Human Side of Sales Strat- 
egy.” Send for your free copy 
today. Autopoint Company, 
Dept. AA-10, 1801 Foster Ave., 
Chicago, Illinois. 


THE TTER PENCH: 


convention, | 
Council of American Asso- |! Autopoint Company, Dept. AA-10 | 
| 1801 Foster Avenue, Chicago, Illinois 
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Promotion 
Review 


Forbes Lithograph Mfg. Company 
believes in tying up the advertising 
with the product. Hence, a recent 
mailing to prospects of a car card 
produced for Life Savers had at- 
tached to it a cellophane bag en- 
closing four Life Savers. The ac- 
companying letter said: 

“Prop up the enclosed Life Sav- 
ers ear card on your desk, then lean 
back, place one of the enclosed 
Spear-o-mints on the tip of your 
tongue, and study both the card and 
the taste for a moment or two.” 

of * * 


Unruffled by Federal Trade Com- 
mission edicts, Chatelaine, Canadian 
women’s magazine, sends out a 
colorful broadside, 18x 24 inches, 
with a short fold which brings it 
down to 10% x 24, to show reprints 
of advertisements to appear in the 
Canadian trade press playing up the 
importance of the “tested and ap- 
proved” seal of Chatelaine Institute. 
The piece is folded down again to 
104% x8, and sent out as a self- 
mailer. 


a8 io * 


And Al Leininger of Parents’ 
Magazine gets effectively coy in a 
personalized fcider which wants to 
know if we’re getting a little tired 
of surveys and subtleties. “Parents’ 
Magazine,” it says in part, “thinks 
it’s about time some kindly pub- 
lisher broke out into a rash of 
straight, old-fashioned, homespun 
selling to relieve the tedium of sur- 
veys and their accompanying sub- 
tlety. And so, in this letter, we 
shall avoid all such statements as:”’, 


following which comes the story of 
a survey. 


* * 


| 
Attributing the innovation to a| 
suggestion emanating from A. H.| 
Fensholt, Chicago agency head, The | 
Inland Printer has launched a spe- | 
cial paid-reading-matter-style sec- 
tion called “News-ads in Review.” 
Carrying a special head and foot- 
note explaining that the items cov- 
ering new products, new prices, 
etc, are paid for, the section con- 
tains reader-style advertisements, 
with or without illustrative mate- 
rial, which are sold in units of one! 
inch or more. 


| 
} 
a * * 
WFIL, Philadelphia, plugs the! 
program material it will carry this | 
fall and winter as an NBC Blue! 
outlet in a four-page folder with a 
pasted down cellophane cover hold- | 
ing a gold seal and blue ribbon) 
pasted on the body stock. “We're| 
proud of our Blue Ribbon,” the 
copy Says. 
* * a 
Another user of the quiz tech- 
nique is the Boston Record-Ameri- 
can, which has sent out a four-page, | 
photolithed, typewritten quiz with | 
a local flavor, the questions dealing | 
with circulation and advertising | 
records of Boston papers. | 


The TOP FARMS 
of the 
Pacific Coast 


J. WM. HASTIE NEW YORK 

F.E.M.COLE CHICAGO 

DUNCAN A. SCOTT 
PACIFIC COAST 


Jekyll-Hyde Life 
of an Agency Man 
Is Exposed 


Milwaukee, Oct. 4.—This is 
strictly for the trade — outsiders 
would be all too prone to place a 
wrong impression on the facts—but 
a copy director in an agency here 
has gone “insane” and both he and 
his friends are enjoying the re- 
sults. 

The self-confessed “lunatic” is 
Russell E. Oakes, copy and radio 
director of Klau-Van Pietersom- 
Dunlap Associates. And it must 
be hastily added that Mr. Oakes’ 
aberrations are carefully restricted 
to his home workshop and to re- 
quest appearances. His demeanor 
in the agency offices is most ortho- 
dox. 

Screwball inventing is his hobby. 
He has been at it for years and it 
is now bringing him an enviable 
amount of fame. His inventions— 


READY FOR WINTER SEASON 


E. |. du Pont de Nemours & Co. puts human interest into a 24-sheet poster in 
behalf of Zerone. It was lithographed by McCandlish Lithograph Corporation. 


none of which has the slightest | zine and distributed by Paramount. 
practical value—have been the sub- While Mr. Oakes’ inventions are 
ject of an article in Popular Science | not practical, they certainly are 
Monthly and several rotogravure|complex. He has, for example, per- 
pictures sequences. In _ addition,| fected the “world’s first hydraulic 
they are featured currently in a|cigarette lighter,” patent not ap- 
movie short, “Popular Science on plied for. It’s a Rube Goldberg 
the Screen,” which was produced by | drawing in the flesh and operates as 
Scientific Films, Inc., for the maga- | follows: Water is poured into a pro- 


jecting funnel. This is sprayed on 
a sponge, increasing its weight so 
that a trapdoor is opened releasing 
a weighted rubber mouse on an in- 
clined plane. The mouse lands on 
platform, raising an arm bearing a 
needle which pricks a balloon. The 
collapse of the gas bag permits a 
weight to fall, thus revolving an 
emery wheel against the “firing 
element,” a common match, and 
also lifting a lid revealing a packet 
of matches for “emergency” use. 

You get the idea. Other inven- 
tions include a noiseless soup spoon, 
a dripless doughnut dunker, a self- 
finding golf ball, a movie chatter 
eliminator, a device to keep flies 
away from picnic sandwiches and 
a mechanical sheep counter for in- 
somnia victims. 


Godfrey with Forjoe 

Kent Godfrey has joined the New 
York office of Forjoe & Co., radio 
representative. He was formerly 
with Roy Barnhill, Inc., publishers’ 
representative, Hearst newspapers, 
and Simplicity’s Prevue Magazine. 
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ness written in August. 


NEW 


; Blue Network programs. 


desired areas. 


National Sales 


representative. 


location on the heavy traffic end of Southern 
California radio dial—now 780 kc. 


selling opportunities with a new primary cov- 
erage reaching out to 91.4 per cent of South- 
hern California's "“buy-minded, try-minded™ 


business, both local and national. August time 
sales were 400°, higher than average six 
month period prior to August Ist. September 
: shows additional gain of 75°/, over new busi- 


3 listening habits of a vast segment of this 
: 3,000,000 population of Southern California, 
now "dial-habited" to KECA local and NBC 


signal strength. Notably in the better residen- 
tial areas in the nation's fourth major market. 
New signal is 5 to 10 times as strong in 


Representative. 
October |, 1939. FREE & PETERS, INC., will 
represent KECA as exclusive national sales 


rates still in effect. No increase yet. Rate 
card No. 1/4 in effect until further notice... 
but better sign today with KECA. 


Effective 


Tes 
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Free & Peters, Inc. KECA National Sales Representative 
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| work on a national basis, daily com- 


Non-Purchasers Are j::3.3:¢32.» = vise 
Eligible for New 


Radio Show Prizes 


'Box-Top' 
Abandon T _ 

4 C ae Pr, UMS “Time” Adds Two 
an olgate rograms— Cyril G. Aschenbach, formerly 


Campbell Takes Daytime Spot 


Campbell Soup Company will 
launch a new show featuring Lanny 
Ross over 50 CBS stations Oct. 9. 
It will be heard three days a week 

| from 11:05 to 11:15 a. m., in support 
,of Franco-American spaghetti. 


}with Crowell-Collier Publishing 
New York, Oct. 4.—Seeking to | Company, New York, and August 
attract large audiences in short|Frederick Kammer, Jr., formerly 


order, two radio advertisers have| With Street & Finney and Ameri- 
started what may become a new 
trend in commercial broadcasting 
by offering cash weekly prizes 
without requiring the usual box-top 
evidence of a purchase of the ad- 
vertised product. 

Lewis-Howe Company started the 
ball rolling when its new show for 
Tums, “Pot O’ Gold,’ made its 
debut this week over the Red net- 
work of the National Broadcasting 
Company. Feature of the program 
is a weekly award of $1,000 to some 
person whose name is picked at 
random from a telephone directory. 
The prize winner needs only to 


joined the New York 


| Staff of Time. 


advertising 


answer the telephone when _ his 
mame is chosen to receive the 
award. 


Seek Problem Solutions 


Similar to the Tums formula i: 
that to be used by Colgate-Palm- | 
olive-Peet Company beginning next | 


Technique. Ruthrauff & Ryan has the account. | 


can Can Company, New York, have | 


‘Mail Users Get 


an ‘ABC’ Sponsored 
by Uncle Sam 


New York, Oct. 4.—Inauguration 
|of a new mail receipt service by the 
|'United States Post Office, giving 
'users of direct mail the equivalent 
of “audited circulation,” was dis- 
closed here this week at the 19th 
annual convention of Mail Adver- 
tising Service Association. 
| The letter writer’s “ABC,” as it 
|was referred to 
started this week on a test basis in 
New York, and will be extended 
nationally if the reception from ad- 
vertisers is favorable. The plan 
calls for the issuance of receipts, 


| additional 


at the meeting, | 


: a aon — A A i mt woe 


— 


guaranteeing delivery of letters, or The meeting witnessed the elec. 


/other pieces of mail, on the follow-| tion of Edwin N. Mayer, Jr., James 


ing basis: 200 pieces—10 cents; 200| Gray, Inc., as president for the 
—1000 pieces—15 cents; and each | coming year; William T. Morgan 
thousand or fraction! R. L. Polk & Co., Chicago, is the 
thereof—three cents. new American vice-president; Wj)- 
Well known direct mail figures, | liam Zelkin, Western vice-president; 
including L. Rohe Walter, Flintkote | and Charles S. Wiggins, Canadian 
Company; Frank Egner, McGraw- | vice-president. Jeannette Robinson 
Hill Book Company; and Miles W.| continues as executive secretary 
Kimball, Direct Mail associates, dis-| Awards for outstanding creative 


‘cussed methods of increasing letter | work in various categories of mai 
| 
| volume. 


Spokesmen_ noted the | work, such as photo-offset, mimeo- 
rapid advance of photo-offset as a|graphing and campaigns for in- 
reproduction process in letter shops creasing business, were given to 
to a point where it now shares an | Advertising Letter Service, Detroit: 
almost equal place with multigraph- | Burgess-Beckwith Company, Min- 
ing and mimeographing. Greater | neapolis; Beaumont, Heller & Sper!- 
emphasis on the creative phase of | ing, Reading, Pa.; Rylander Com- 
the mail service organization dur-| pany, Chicago; and Mailograph 
ing the past year was also noted. | Company, New York. 


week when its new script show | 
“Ellen Randolph,” is inaugurated. | 
The program was announced some 
weeks ago, but the title and type 
of show have just been determined. 
Unlike Lewis-Howe, Colgate will 
require prize winners to listen to its 
show with prizes ranging down 
from $500 to be awarded to those 
listeners who suggest best solutions 
for Ellen Randolph’s problems. The 
program will be aired over a split 
NBC network, under the direction 
of Benton & Bowles. 


Second Tums Program 


Lewis-Howe has also renewed 
“Quicksilver,” a half hour quiz 
show, effective Oct. 25. The pro- 
gram, heard at 8:30 p. m. on 
Wednesday, will be carried by 56 
stations of the NBC Blue network. 
H. W. Kastor & Sons Advertising 
Company is in charge of both Tums 
shows. 


Prince Albert Expands 


Supplementing its three national 
network shows, R. J. Reynolds To- 
bacco Company has added two pro- 
grams to be heard over regional | 
networks. “Casey at the Mike,” a 
15-minute, thrice-a-week broadcast, 
was launched this week over 18) 
stations of the Yankee Network. | 
“Grand Ol Opry,” previously tested | 
on a single station, will be ex- | 
panded to a 24-station hookup of | 
NBC Southwest outlets. Beginning | 
Oct. 14, it will be heard on Satur- | 
day from 10:30 to 11 a. m. Both} 
promote Prince Albert tobacco, and | 
are handled by William Esty & Co. 


Brief Commercials for Camel 


R. J. Reynolds has also contracted 
with Columbia Broadcasting Sys- 
tem for 90-second announcements 
over a 20-station coast-to-coast 
hookup. Constituting the shortest 


length cf time ever sold by the net- 


WTA 


WORCESTER, MASS. 


In Worcester County—WTAG 
is first in signal, first in 
listener preference and first | 
in results. 


NBC BASIC RED 


_ YANKEE NETWORK © 


EDWARD PETRY G CO., Inc. 
National Representative 
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Premium Users 
Asking for Cash 
in Broadcasts 


New York, Oct. 4.—The outstand- 
ing feature of current broadcast 
-remium offers is the insistence 
that a small amount of cash ac- 
company the evidence of purchase, 
r. P. H. James, sales promotion 
manager, National Broadcasting 
Company, said today at a round 
toble meeting held in connection 
with the fifth annual Atlantic Coast 
premium Conference. 

Mr. James shared the speaking 
duties with P. B. Morehouse, direc- 
tor of the radio and periodical di- 
vision of the Federal Trade Com- 


\ 


d 


mission, who said that both the 
terms on which premiums are made 
available and the nature of the pre- 
mium must be accurately described 
to prospects. 

Though the radio networks pro- 
hibited premium offers until Oc- 
tober, 1930, many advertisers cir- 
cumvented this proscription by trick 
offers. With abolition of restric- 
tions, the number of advertisers 
using premium offers now accounts 
for 60 per cent of the total, and 60 
per cent of these ask for cash with 
the order. 


Amount Is Growing 


While the majority of these ad- 
vertisers ask the audience to send 
ten cents, there has been a sharp 
increase recently in the number of 


OF 


25-cent stipulations. During the 
first half of 1939, 15 offers were 
made at this figure, compared with 
18 for the entire year of 1938. Fifty- 
cent and even $1 premium deals 
have been offered successfully on 
the air, Mr. James said. 


Growing Plants Gain 


Seeds, bulbs and growing plants 
have gained increasing popularity 
as premiums, while novelty jewelry 
is another favorite item. Despite 
their apparent prominence, pre- 
miums on children’s programs ac- 
count for only 15 per cent of the 
total. Men are almost completely 
neglected by radio advertisers who 
employ premiums. 

Successful premium offers, Mr. 
James continued, seem to observe 
these principles: Give the premium 


131” 


an attractive name, such as “Pantry 
panties” for jar covers; identify the 
gift with the program or the spon- 
sor, such as “Tom Mix telegraph 
set,” and finally, give a graphic, 
though truthful description of the 
premium. 


WISN Offers New Service 

Station WISN, Milwaukee, has 
created a new sales promotion and 
merchandising service for its ad- 
vertisers, to be under the direction 
of Hal Burnett, formerly promotion 
director of Station WBBM, Chi- 
cago. 


Knox Company Moves 


Frank M. Knox Company, New 
York, originator of the Knox Plan 


larger quarters in the RCA bldg. 


ADVERTISING PAGES 


DURING FIRST NINE MONTHS OF 1939 


This constitutes a gain of 42.09%. 


Every issue of 


Pencil Points, during 1939, has shown a gain over 
the corresponding issue last year. 


It is with a certain satisfaction that we make this 
announcement, for we feel that our knowledge of the 
Building Field . . . its needs and those of the adver- 
tisers ... has been amply proven. We are glad to 
know that our editorial efforts, resulting in increased 
circulation. have been of benefit to the advertiser. 


This is especially true when it is considered that 
Pencil Points is the only architectural publication 


to show a gain. 


We are duly grateful for the vote of confidence ad- 
vertisers have given us... confidence that will spur 


patio” 


MANUFACTURERS OF 
BUILDING MATERIALS GIVE 
PENCIL POINTS THEIR 
VOTE OF CONFIDENCE AND 
BACK IT WITH HARD CASH! 


us on to even greater editorial achievement. . . 
thereby increasing the value of this publication to 
the manufacturer of Building Materials. 


Pencil Points has the largest professional circulation 
in this field ... reaches over 14,000 Architects, De- 
signers and Draftsmen .. . men who are guided by 


its editorial content. 


These men carefully specify 


the materials that go into the buildings they are 
designing. They are influenced by the information 
(both editorial and advertising) found in Pencil 
Points, their own professional publication. 


Advertising in Pencil Points costs less than in any 
other architectural publication. In no other mag- 


azine do advertising messages 
men at such a low cost. 


reach such important 


Based on cost per page per 


thousand readers. no other medium can come near 


the value per dollar invested. 


Pencil Points is doing a bigger and better job for 


the architectural profession . 
selling job for the advertiser. 


. . @ more powerful 


PENCIL 
POINTS 


A Reinhold Publication 


THE PROFESSIONAL 


MAGAZINE 


OF ARCHITECTURE 


Household Gifts 


Hold Popularity at 
Premium Exposition 


| 
| 


| 


War Boom Expected to 
Lift Volume to Half a 
Billion Dollars 


New York, Oct. 4.—Dishcloths, 


| Saucepans, cutlery and other famil- 


for printing control, has moved to | 


iar household commodities, along 
with a host of new and more ex- 
pensive premiums, vied for the 
attention of advertisers this week as 
the Fifth Annual Atlantic Coast 
Premium exposition was held here 
under the auspices of Premium Ad- 
vertising Association of America. 

The fact that at least 30 per cent 
of the exhibitors were displaying 
their wares at this show for the first 
time was considered by exposition 
spokesmen as indicative of a grow- 
ing recognition on the part of lux- 
ury, novelty and even staple manu- 
facturers of the secondary sales 
possibilities of the premium market. 

While unanimity prevailed as to 
the “boom” character of premium 
advertising in the last few years, 
authorities varied as much as $100,- 
000,000 in estimating the industry’s 
annual volume. Official association 
predictions placed the 1939 figure 
at $500,000,000. 


War Affects Trade 


In common with many other lines 
of business, the European war has 
had already exerted an effect on the 
premium trade. The shortage of 
textiles and metals caused several 
companies whose products are made 
of these materials to cancel show- 
ings, since they already have more 
orders than they can fill. Fear of 
price advances on many items was 
credited with inspiring a_ spirited 
flurry of early buying that was not 
evident at last year’s show. 

There were two distinct trends 
noticeable in current premium use: 
a turn toward extremely low priced 
merchandise on one hand, such as 
dishcloths costing two or three 
cents; and greater popularity for 
expensive merchandise, such as 
radios and blankets, at the other 
end. The cheap lines were said to 
find favor with advertisers seeking 
giveaway items; while the luxury 
lines were termed excellent induce- 
ments for arousing salesmen’s en- 
thusiasm and winning dealer co- 
operation. 

Buyers for several leading food 
and toiletries firms, who use pre- 
miums extensively, expressed the 
opinion that cheap household items 
designed for daily use by women 
are still the most popular premiums. 
The importance of the premium in 
modern merchandising was under- 
scored by one spokesman who 
pointed out that it is almost im- 
possible to launch a new food prod- 
uct on the market without providing 
some attractive offer for either re- 
tailer or consumer. 


Promotes Advertising 


The Salt Lake Advertising Club 
has prepared a series of advertise- 
ments promoting advertising. Mark 
Hampton, of Hampton Advertising 
Agency, is president of the club. 


No change in programming or 
policy. Better service to Met- 
ropolitan New York including 
its 6,982,635 foreign citizens. 
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Collins Urges 
More and Better 
Insurance Copy 


Boston, Oct. 4.—One of the sacred 
cows of life 


insurance advertising 
which should be 
slaughtered 
without further 
| ado is the taboo 
|/on mention of 
the ability of the 
| policyholder to 
borrow, Kenneth 
| Collins, 
to the _ general 
| manager of The 
| New York Times, 
| told the annual 
Insurance Ad- 
vertising Con- 
ference conven- 
tion here this week. Mr. Collins 
followed up this criticism by saying 
that insurance copy is altogether too 
ladylike and that there isn’t enough 
of it to do a good educational job. 
The Conference re-elected Ray C. 
Dreher, advertising manager, Bos- 
ton Insurance Company, as presi- 


Kenneth Collins 


assistant | 


—— 


|dent. David C. Gibson, vice-presi- 
|dent, Maryland Casualty Company, 
was elected vice-president, and R. 
E. Brown, Jr., superintendent of 
advertising, Aetna Life Affiliated 
|Companies, secretary-treasurer. The 
executive committee comprises W. 
|Leslie Lewis, advertising manager, 
|Agricultural Insurance Company; 
E. M. Hunt, manager of publicity 
and field service, Mutual Life of 
New York; C. W. Van Beynum, 
advertising manager, Travelers In- 
surance Company; C. J. Fitzpatrick, 
vice-president, United States Fidel- 
ity & Guaranty Company, and 
Arthur A. Fisk, advertising man- 
ager, Prudential Insurance Com- 
pany of America. 


The Modern Sphinx 


“Too few people own insurance 
or own enough kinds of insurance 
to realize the comfort and reassur- 
ance it brings,’ said Mr. Collins in 
a stinging indictment of the lack 
of fighting spirit in insurance copy. 


and Robert E. Brown, Jr., 
Companies, 


NEW / INSURANCE CONFERENCE LEADERS 


New officers of the Insurance Advertising Conference are (left to right): David 
C. Gibson, vice-president of Maryland Casualty Company, vice-president; Ray C. 
Dreher, advertising and sates manager of Boston Insurance Company, president, 
superintendent of advertising for Aetna Life Affiliated 
sansa -treasurer. 


“So far as the average layman is 
concerned, there are too many un- 
answered questions in the whole 
field of insurance to make him want 
it without the need for high-pres- 
sure salesmanship. 


paid, too little about the extreme 
lengths to which insurance com- 
panies will go to suit any and all 
policies to any and all needs. 
“The average layman has but 
“He knows too little about how | little notion of the manner in which 
it works. He knows too little about | insurance payments may be spread. 
the way in which death benefits are |Every man has his own pride, so 


omelhing on the bolt! 
( 


will find here at Wallace-Miller a 


An advertising idea has been created. 
A rough idea becomes a reality... 
as hours lengthen into days we begin 


to visualize the task ahead. Finished 


art work. ..copy.. 


type... 


photo-engravings! Selecting your en- 


graver is a most important step. You 


PHOTO-ENGRAVERS 


. photographs... 


. and most important of all— 


and . faithful and honest 


creative group.. 
in our interpretation of values. Skilled 
artisans working with the most modern 
equipment... ready to offer you the 
results of a quarter of a century's ex- 


perience in making photo-engravings 


in every known medium. 


| N 


he feels that he’ll have an em- 
barrassing situation when he asks if 
he may pay his premiums on a 
quarterly basis or even on some 
more drawn-out arrangement. 

“He doesn’t know anything about 
how loans may be arranged against 
his insurance. No one tells him 
about this through any widespread 
method of publicity. From the fact 
that this particular question of loans 
is so universally soft-pedaled, I 
suspect it must be one of the sacred 
cows of the whole insurance struc- 
ture. Yet I think it’s a sacred cow 
that might well be led to pasture 
with the cattle of lower origin. I 
think this question of loans is ever 
present in the mind of a man who 
likes to regard insurance as one 
form of saving, and therefore wants 


Other Unanswered Questions 


Many other questions about in- 
surance need answering, Mr. Collins 
said, so that the average man wil] 
know as much about life insurance 
is he does about automobiles or oi 
5urners. If this knowledge were 
‘orthcoming, he believes, much of 
the resistance to insurance sales- 
nen would vanish. 

Insurance is sold magnificently by 
the salesmen, but poorly by adver- 
tising, Mr. Collins asserted, partly 
‘ecause the volume of insurance 
idvertising is insufficient to break 
down the prejudice of the poorly 
informed public. If insurance com- 
vanies were to spend a percentage 
of their annual revenue for adver- 
tising, as do those in other fields 
the industry would become the 
country’s largest advertiser. 

“And if it were the most impor- 
tant advertiser,” 
selling problems would become 
trivial. For people only learn the 
facts about business or governmen‘ 
or insurance through constant and 
persistent education. 

“Such advertising as you are now 
doing, while admirable, is for the 
most part still in the realm of 
background discussion. This adver- 
tising is beyond reproach for what 


it is trying to accomplish. It gives 
a feeling of security about the sta. 
bility of the companies that publish 
it. It maintains a high ethical tone. 
It shows a marked sense of socia] 
responsibility. It makes the neces. 
sary sob-story appeal. But for alj 
the high tone of this advertising, it 
fails in other ways. 


Salesmen Need More Help 


“In the first place, it isn’t pre- 
sented often enough or in enough 
publications. But more important, 
it lacks the final clinching, hard- 
boiled, down-to-earth kind of sup- 
plemental advertising that helps the 
salesman to close the deal.” 

Mr. Collins said that insurance 
need not despair, for many other 
kinds of advertising were ‘“beauti- 
ful and dumb” only a few years 
ago. When the depression began 
to bite into profits, the niceties 
were thrown out of the window and 
advertising rolled up its sleeves and 
began to sell. It became an insis- 
tent day-to-day selling agent. 

“Insurance advertising has a right 
to take on this selling aspect,” said 
Mr. Collins. “Your advertising 
wouldn’t lose caste if it were to 
lay aside its high hat and get right 
down to cases. 

“Insurance advertising should be- 
gin to have some urgency. It should 
begin to carry that note of ‘let’s 
get together today’ that is so im- 
portant in the business of selling 
anything. The kind of advertising 
\I am talking about really belongs 
\in newspapers. The kind of adver- 
tising you’re now doing, and which 
I hope you'll expand, really belongs 
in magazines. The kind of adver- 
tising that says ‘do it today’ is the 
kind of advertising that belongs in 
the medium that reports what's 


at any time of need the borrowing | 
opportunities that are afforded by 
usual saving methods.” 


he asserted, “its 


| happening today.” 
Persistence Brings Success 


| The average insurance salesman 
has to call on a prospect four or 
five times before he can draw a 
fountain pen and say “Sign here,” 
Mr. Collins continued. It can hard- 
ly be expected that advertising can 
answer all objections with fewer 
calls. The well-trained insurance 
salesman and the forceful black 


unbeatable combination. 
“T am _ hopeful,” 
“that the insurance companies of 
America, which are unquestionably 
public benefactors, even though 
they may be conducted for private 
profit, will some day realize the 
necessity for broadening public 
understanding of what they have to 
offer. I am hopeful that they will 
further realize that this can be ac- 
complished only by honest, but 
aggressive advertising methods.” 
| John H. MeNeill, special repre- 
isentative of the National Broad- 
casting Company, pinch hitting for 
Ken R. Dyke, sales promotion 
manager, urged an industry cam- 
|vaign in addition to the efforts of 
individual companies. 


MacLean Buys “Aviation” 


Canadian Aviation has been pur- 
chased from Aeronautical Publica- 
tions, Ltd., Ottawa, by MacLean 
| Publishing Company, Toronto. 


total farm income, and a lot of this 
diverted to hardware purchases. 


retail merchants are very good 


hardware jobbers and 80 per cent 


SOUTHERN 


Ws Hordware Harvest 
Time in Dixie | pt 
The South’s 3,470,000 farms represent over 30 per cent of the country’s 


The leading hardware jobber of the central South says “Reports from 
We believe sales this fall will be at 
least 20 per cent better than last year.” 

Get Sales Coverage Second to None 
SOUTHERN HARDWARE reaches practically all of the 200 southern 


fall’s crop money is right now being 


of the 9,000 retail outlets—twice 4° 


many as its nearest national competitor. 


HARDWARE. 


| ATLANTA, GA. te 
Thorough Coverage of Specialized 


and white salesman would make an 


he concluded, | 
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Lumbermen's 
Mutual Takes 12 
Firsts in Exhibit 


' Insurance Meeting Fea- 
tured by Annual Com- 


| petition 


; Chicago, Oct. 3.—Winners in the 
> elaborate exhibit of advertising 
which featured the ninth annual 
Mutual Insurance Advertising-Sales 
) Conference were announced by 
\ three weary judges this morning 
after 18 hours of toil. The arbiters 
were Homer J. Buckley, Buckley, 
Dement & Co.; Lorry R. Northrup, 
Ruthrauff & Ryan, and §S. N. 
Stevens, dean of University College, 
Northwestern University. The 
judges reported that mutual insur- 
ance advertising is becoming in- 
creasingly proficient each year, and 
consequently more difficult to rank. 

The Lumbermen’s Mutual Cas- 
ualty Company, Chicago, took 12 
firsts; Northwestern Mutual Fire 
Association, Seattle, 11; Employers 
Mutuals, Wausau, Wis., 6; Liberty 
Mutual, Boston, 5, and the Hard- 
ware Mutual Casualty Company 
' Stevens Point, Wis., and the Michi- 
} gan Mutual Liability Company, De- 
} troit, 4 each. 


Selections of Jury 


Entries were divided in Sections 
1 and 2, the former being from 
small companies and the latter from 
large. Winners in Section 2 were: 

Direct mail advertising: Automo- 
bile insurance, Lumbermen’s Mu- 
. tual Casualty Company; workmen’s 
compensation, Hardware Mutual 
Casualty Company; burglary insur- 


o 
yn 
ha 2 ee 


ance, Employers Mutual Liability 
_® ) insurance Company; plate glass, 
wr Employers Mutual Liability Insur- 
a ance Company; miscellaneous cas- 
"an ualty lines, Lumbermen’s Mutual 
ver} Casualty Company; fire insurance, 
ice) Federated Hardware Mutuals 
ick : (Stevens Point Department); wind- 
@! ©) storm insurance, Indiana Lumber- 
"> men’s Mutual Insurance Company, 
led, | other fire lines, Federated Hardware 
of) Mutuals; inland marine insurance, 
bly Mill Mutual Agency; sales letters, 
ugh F fre, Northwestern Mutual Fire As- 
‘ate BS sociation; sales letters, casualty, 
the F Michigan Mutual Liability Com- 
blic pany; letter series, fire, Mill Own- 
© tof ers Mutual Fire Insurance Company 
will B of Iowa; letter series, casualty, 
ac- & [lumbermen’s Mutual Casualty 
but & Company; post cards, Central Man- 
ufacturers Mutual Insurance Com- 
pre- pany. 
vad- Institutional printed matter: Fi- 
for nancial statements, folders, National 
tion Mutual Insurance Company of Ce- 
am- lina, O.; financial statements, book- 
s of & iets, Kemper Insurance; annual re- 
port, folders, Northwestern Mutual 
F Fire Association; annual report, 
on ~~ a 
pur- — 

lica- 

Lean 

—— 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


| booklets, Liberty Mutual Insurance 
/Com pany; educational material, 
Federated Hardware Mutuals; mis- 
cellaneous, Northwestern Mutual 
Fire Association. 

Hand-out pieces: 
Liberty Mutual 
pany; plate glass, Lumbermen’s 
Mutual Casualty Company; work- 
men’s compensation, Liberty Mu- 
tual Insurance Company; burglary, 
Lumbermen’s Mutual Casualty 
Company; fire, Central Manufactur- 
ers Mutual Insurance Company; 
windstorm, Employers Mutual Fire 
Insurance Company; miscellaneous 
fire lines, Northwestern Mutual 
Fire Association; miscellaneous cas- 
ualty lines, Lumbermen’s Mutual 
Casualty Company; inland marine, 
Mill Owners Mutual Fire Insurance 
Company of Iowa. 


Blotters Are Ranked 


Blotters: Individual fire, North- 
western Mutual Fire Association; 
series fire, National Retailers Mu- 
tual Insurance Company; individual 
casualty, Employers Mutual Liabil- 
ity Insurance Company; series cas- 
ualty, Employers Mutual Liability 
Insurance Company. 

Company publications: Producers’ 
publication for agency company, 
Northwestern Mutual Fire Associa- 


Automobiles 


tion; direct writing company, Em- 


ployers Mutuals; policyholders’ 
publication, agency company, Build- 
ing Owners Federation; direct writ- 
ing company, American Mutual 
Liability Insurance Company; com- 


,| bined producers and policyholders’ 
Insurance Com-| 


publications, Midland Mutual Fire 
Insurance Company. 

Newspaper advertising: Fire and 
allied lines, United Mutual Fire In- 


|} surance Company; casualty, Lum- 


bermen’s Mutual Casualty Com- 
pany; accident prevention, Liberty 
Mutual Insurance Company; adver- 
tising service for agents, Grain 
Dealers National Mutual Fire Insur- 
ance Company. 


Publication Advertising Winners 


Publication advertising: Trade 
journals, fire, Northwestern Mutual 
Fire Association; consumer maga- 
zines, fire, Central Manufacturers 
Mutual Insurance Company; maga- 
zines and trade journals, casualty, 
Employers Mutual Liability Insur- 
ance Company; accident prevention, 
Michigan Mutual Liability Com- 
pany; fire prevention, Building 
Owners Federation. 

Sales Promotion material: Sales 
contest, printed, Hardware Mutual 
Casualty Company; multigraphed, 
or mimeographed, Utica Mutual In- 
surance Company; miscellaneous, 


Hardware Mutual Casualty Com- 


pany; business letterheads, Lumber- 
men’s Mutual Casualty Company; 
sales letterheads, Northwestern Mu- 
tual Fire Association. 


Leaders in Surveys 


Surveys and sales proposals: 
surveys, Employers Mutual Fire 
Insurance Company; casualty, 
Lumbermen’s Mutual Casualty 
Company; fire sales proposals, Em- 
ployers Mutual Fire Insurance 
Company; casualty sales proposals, 
Liberty Mutual Insurance Com- 
pany. 

Loss prevention educational ma- 
terial: Fire, Northwestern Mutual 
Fire Association; casualty, Lumber- 
men’s Mutual Casualty Company. 

Tie-up with national advertising: 
United Mutual Fire Insurance Com- 
pany; merchandising advertising to 
agents and salesmen, agency com- 
pany, Mill Owners Mutual Fire In- 
surance Company; direct writing 


Fire 


company, Hardware Mutual Cas- 
ualty Company. 
Outdoor advertising: Casualty, 


Lumbermen’s Mutual Casualty 
Company; fire, Millers Mutual Fire 
Insurance Company of Illinois. 

Sales manuals, Northwestern Mu- 
tual Fire Association; visual] sales 
presentations, Lumbermen’s Mutual 
Insurance Company. 

Fire policies, Northwestern Mu- 


tual Fire Association; casualty poli- 
cies, Michigan Mutual Liability 
Company; trophies and awards for 
safety promotions, Michigan Mutual 
Liability Company. 


Smaller Companies Compete 


In Section 1, awards were as fol- 
lows: 

Newspaper advertising, State 
Farm Mutual Auto Insurance Com- 
pany. 

Company publications: For pro- 
ducers, agency company, National 
Citizens Mutual; for policyholders, 
State Farm Insurance Companies; 
for policyholders of direct writing 
company, State Mutual Fire Insur- 
ance Company of Michigan; com- 
bined producers’ and policyholders’ 
publication, Pioneer Reserve Mu- 
tual Fire Insurance Company. 

Novelty and remembrance adver- 
tising: Auto-Owners Insurance 
Company. 

Direct mail: Automobile insur- 
ance, Shelby Mutual Plate Glass & 
Casualty Company; miscellaneous 
casualty lines, Shelby Mutual Plate 
Glass & Casualty Company; fire in- 
surance, Pioneer Reserve Mutual 
Fire Insurance Company; wind- 
storm, Farm Bureau Cooperative 
Insurance Companies; hail, Farm- 
ers’ Mutual Hail Insurance Com- 
pany. 


periences as: 


4) 


just as they do for these automotive 
companies. Here are some of the well known brands 


in the classified (yellow) pages of telephone directories. 
Under them are listed the local outlets. 

Do you use this tested way to identify your dealers? Man- 
ufacturers in many lines find the Classified cuts down sub- 
stitution, increases sales, makes advertising more effective. 


Dealers using this Identification Service report such ex- 


“We have traced considerable business to this form of 


advertising.” 


“Being well represented in the Classified has paid real 


dividends.” 


Get your share of “telephone book customers.” For par- 


ticulars call or write. 


American Telephone & Telegraph Company, Trade Mark Service 
Division, 195 Broadway, New York (EXchange 3-9800) or 311 West 


Washington Street, Chicago (OF Fical 9300). 
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|commentators from the insurance 
field who had seen advance copies | 
of the manuscripts, their task being 
| to pick out the points which could 


AMERICAN LEGION SPONSORS ANTI-PROPAGANDA BULLETIN 
a a 


Retail Salesmen Is 
Held Supreme Need 


Mutual Advertising 


be adapted to insurance. 

The conference elected Wiley C. 
Sampson, vice-president and gen- 
eral sales manager, The Employers 
Mutuals, Wausau, Wis., as its new 
president. Mr. Sampson _ succeeds 
Paul W. Purmort, advertising man- 
ager, Central Manufacturers Mu- 


| 


Stop! Think! Beware of 


think for yourself and think straight 


AMERICAN LEGION POST 47 


—~- Sy ee 
BE A GOOD AMERICAN..... 


ae 


propaganda... 


. tual Insurance Company, Van Wert, | 
Conference Receives O. Fred W. Lahr, advertising man-| 
Richer's Views ager, Indiana Lumbermen’s Mutual! This timely painted bulletin, sponsored by Fort Wayne, Ind., Post 47 of the American Legion, has created a great deal of 
Insurance Company, Indianapolis,| interest. The bulletin, displayed through the cooperation of The Brinkman Company, Fort Wayne, was designed by Car| 
was elected vice-president, and Suedhoff, former post commander. 
Chicago, Oct. 4.—The intensive 


educational campaign being waged 
among retail salesmen by Hart, 
Schaffner & Marx was described to 
the Ninth Mutual Insurance Adver- 
tising-Sales Conference today by 


Frank W. Davis, advertising man-| 
ager, Utica Mutual Insurance Com- | 


pany, Utica, N. Y., secretary-treas- 
urer. 


May Resume Joint Drive 


point of sale, and he told how Hart, 
Schaffner & Marx has waged a cam- 
paign designed to answer every 
question which confronts the retail 


paign should be given an attractive 

appearance, he asserted. 
Concluding, he said that the lat- 

est agency survey reveals the nine 


funny stories. Underneath this horse 
play was a serious thought—that 
both salesmen and sales executives 
are too busy looking for alibis to 


E. R. Richer, vice-president in Mr. Purmort announced _ that salesman. The latest link in this major copy appeals to men, in their take care of their ae. og 
charge of advertising of the clothing| there is considerable talk in the chain is a MOVING picture, which relative importance, = quality, One year, he observed, it was 
é Ser eae : : i< satis | F . oa ‘ has been enthusiastically received! sex, fear, emulation, novelty, vanity,| technocracy, which made a big hit 
Pe age , a er eernetal i gro wrote a = gts: ger by the trade. | ambition, economy and efficiency. “even if few of us knew what it 
a enianies emuaiaaien elieniten tigate gan Mgr ge ee A secondary hypothesis is that| Discussing Mr. Richer’s address | meant. After that had worn off 
Gene Flack, of Loose-Wiles Biscuit | some definite action to this end will the advertising manager allows|as one of the commentators, Len| over-production held the spotlight 


Company; Elon G. Borton, advertis- | 
ing director, LaSalle Extension Uni- 
versity, and Vernon Myers, of Look. 

Each talk was discussed by two 


probably develop in the near future. 

Mr. Richer’s thesis was that much 
national advertising is wasted be- 
cause of ignorance or apathy at the 


Richer’s opinion is the writing of 
forceful copy. Too much copy, he 
asserted, is dashed off at 5 p. m. on 
the spur of the moment and when 
the writer is far from the peak of 
his powers. 

Making a plea for more assistance 
for dealers, Mr. Richer said that 
while Hart, Schaffner & Marx has 
a cooperative plan, it has found that 
many retailers, particularly those 


| to spend their own money for ad- 
vertising provided the manufacturer 
will extend a little assistance in the 
| preparation of the plan. 
Rich Opportunity Seen 


Returning to his primary theme, 


} 
| 
| 
| 


| 


| 


Insurance Company, Des} 
many of these appeals to the insur- 
ance business. His own company | 
brought sex into one recent adver- 
tisement by displaying a picture of | 
a bathing beauty, with the comment | 
that while scanty coverage is fine 
on the beach, it should be avoided 
in insurance. 

Mr. Sharp said that the complex- | 
ity of the insurance structure tends | 
to make many promotion plans ex- | 


| in the smaller markets, stand ready | tremely involved, and that a general | noon, 


simplification is advisable. He char- 
acterized advertising allowances as 
a headache, but said that his own 
company’s method is to ask the 
local agent to bear 50 per cent of 


| the expense, the other 50 per cent 
| to be divided among his companies 


| Mr. Richer said that any company | 
. . ! 
| which seriously undertakes educa- | 


tion of those on the firing line be- 


‘tween the manufacturer and the| Mentator, said his company usually Ps 
consumer will discover a gold mine.| tests copy in the fall, so that any | ; 
One of the most important contri-| Plans offered to agents Jan. 1 will | 

butions of the clothing company to| ave proved pulling power. One of os oP 

| salesman education was a loose-leaf | the most successful direct mail) Se a 


| book which not only told the com- 
plete story of the manufacture of its 
clothes from various materials, but 


pictures, short words and brief sen- 


in the ratio to which their local | 
volume points. 
Mr. Purmort, 


the second com- 


plans used by his company was a| 

° . ° . | 
series of cards, the last of which | 
said, “I'll see you next week to de- | 


Mr. Flack, trade relations counsel | 


himself to be drawn into too many | Sharp, of the Mill Owners Mutual|in salesmen’s thinking and _ con- 
unimportant tasks and is forced to| Fire 
neglect his main task, which in Mr. | Moines, said it is difficult to adapt| stage by government interference, 


versation, until it was edged off the 
then taxes, then the international 
situation. The business men of this 
country declared war long before 
Hitler did. 


Those Matinee Idols 
“The triple handicaps of salesmen 


are fear, discouragement and lazi- 
ness. The latter is outstanding. If 


|a bolt of lightning hit a moving pic- 


ture theater at 4 p. m. any after- 
90 per cent of the casualties 
would be salesmen,” he said. 


-<G 


. ” 4 
. . . ° rer s cio sty: OY sre 
which was jammed with instruc- | liver a yreonge! The strategy here | 
. . ras ce » ave . } 
tions on how to sell. Incidentally,| W@5 ' ag —— nt to commit) 
he said, the company made the book | "imself to the call. - 
understandable to every type of Flack Does Stuff | /1SH.POLISH Deo! ; 
mentality with an abundance of rond names she is true. And further add 


tences. This book made a tremend-| for Loose-Wiles Biscuit Company, . 
ous hit with the trade, he said, be- | SPoke at a luncheon attended by | . ; 
“Aaa Photo courtesy West Michigan Tourist Association | cause no one had ever before | ™@ny high executives of the Na- 0c 


‘“T know a guide on the 
Famous Flambeau” 


Up go the pulses when Fishing Editor Smith writes about fishing. 


Out comes the old tackle box for a check-up! 


Every page of Outdoors is chock-full of tingle and excitement. 


Overstatements don’t go—men know their editors and our editors 


know their men. That's why Outdoors is growing so fast in circula- 


tion. That’s why Outdoors is getting the remarkable responses. 


If you haven't read a copy of Outdoors recently you've been miss- 


ing a real he-man’s treat. Judge by a single issue. You'll forget the 


Hitlers and Mussys. You'll thrill to the whit of the reel, to the bark 


of a gun, to the creak of the oarlocks or the putt-putt of the motor. 


Outdoors lifts the weight of the world from the shoulders of 


100,000 men and if that isn’t a time to present 


dope. 


BOSTON e 


your story there just isn’t any other time. It's 


no place for bank advertising, or 


But if you sell anything that men buy here’s 


where to catch them in a buying mood. 


Watch Us 
Grow and 
Grow with 


statistical 


| bothered to- tell the salesman the 
difference between sharkskin and 
flannels and what to do with the 
customer's wife while he was being 
fitted. Many of the salesmen con- 
|duct their prospects through this 
book when too many involved ques- 
tions are asked. 

Another Hart, Schaffner & Marx 
project to which Mr. Richer devoted 
| considerable attention is humaniz- 
|ing the organization to dealers. 
This took the form of a one-shot 
simulation of Life, crowded with 
pictures of the men who turn out 
the product, as well as the higher 
dignitaries. The book went into de- 
tail about such things as what em- 
ployes do on their days off. 
head of the company’s research de- 
partment, as a single example of 
results, has developed so much cor- 
respondence that it appears evident 
that many dealers did not realize 
that such a function existed. 

Mr. Richer said that his company 
is planning to follow’ up. this 
pioneering effort with another in 
the near future, with the same ob- 
jective 

Discussing research, he said that 
the company is now getting the re- 
actions of San Francisco consumers 


the 


are, 


major concerns of 
“Will it wear?” 
hold its press?” This questionnaire 
resulted in a change in the basic 
| advertising appeal. 

Mr. Richer said that regardless of 
the type of campaign in the making, 


customers 
and “Will it 


NEw YORK 6 CHICAGO it is always unwise to stint on art 
Mark W. Burlingame in Boston Rayford A. Mann in Chicago | work, plates, typography or any 
Nelson J. Peabody in New York other element. The humblest cam- 


The | 


pany’s own thinking, revealing that | 


tional Association of Mutual Insur- 


|ance Companies, in addition to the 


| 


| 


advertising men. With his custom- | 


ary exuberance, the New York man 
sang, 


whistled, bellowed and told 


U / to a mothproofed garment. A pre- more Wetionel Advertisers 
100,000 Net Paid Guaranteed S. | vious survey among the country’s are "Raring to Go" The 
$420 a Page retail salesmen changed the com- Italo-American Way! 


a only the beginning of 
the Fall season, yet IBC ac- 
counts ore already running 
up a large Sales score. © 
Alone in this field of 1,500,- 
000 Italo-Americans, IBC 
plays before an audience 
that spends over a Billion 
Dollars annually. © Is it 
any wonder that more and 


> ‘te fe At a eet gf si SS ; chee ge if ‘ 7 Oise ped aha” é dj aa, ‘eg 2 sas ya a ‘2 ee 
he, = | ee | 
ae * EE . 
| ‘ a ee 
a _ ' 
Se Won po 
ie Nt a | 
i 2h; i 
Me if \ % \ 2 
os Bg | hope 4 ¥ P] 
a. q » a «a 7 
ia . ‘ “i A as a 
es, 7 oi So a : 
ie an es 
er } 
es ¢ 
i ae : 
es a | 
‘ 
; 
a a 
oat ‘ OSE ES Oe Semin 4 
— BR BREE ate OS a ae la a F 
— ‘ +. , ru Be 2 sie: ve Be eS ie Ps - r a tins 4 
‘ ; . i ed or. te ety: 8 P 
‘inc & ‘ ; > aa igh eh ae alia la IE ? 
% | A 
~s." ANS. : ; 
aye a . a es a " 
4: ia bs a eal 7 
PAs i | | 4 
rave ee rae; ay Z 2 a e i 
(oye 42 ees . 3 Be * is. tae hr . (4 
y Bee  ° y >a \ : Avs.) 
Brey Per > 
-iiagl i in ‘he: ‘ juan as a > 
ae "a 4 ter nena? oe 
, ; : | aod ; —s ras wae rs - , = "Ss inp bi: “th. a: co De — - i a a: 
;. a onic, : E —_— . er é +s Li: 
i ee SS Sa 
wae | 7 oi. -—-  @ @# + ee tae —— | a 
‘ones, OS ae > P Mian 4 
, oe , ee ae > a “ ~ LH 4 ‘she 
is ) a See rc 
ee . . LL ~~”! , SIWIAINGTiheve “Covered Goins” to you! 
f we PON eeoaocabrinG COMPANY. PHILADELPHIA 
ae” Se eee , 
4 | | | 
ae 
as ae EE RR | ane pane ermal 
7 ow 
r & ore os % 
| oe 
x —_ . 
Zs ; : 
fr, 
c ze” — =a 
er 
| ) i ee ae reaeenonee. ao 
: NEW YORK NEW YORK 
8: 1000 WATTS 5000 WATTS 
i t. F j 
hae 2 |e 
Sia 
a ’ y 
\ ; - t a | oe Kadi y j oe * + : ey p Tain fF a) re e d ’ , 2 4 : 
oi 2 i 3 [As 7 eit ; en ae Se ead . a - % Me ,- . : i , apg 
; ‘ », c if : é * -s : 


October 9, 1939 


ADVERTISING AGE 


Getting Personal 


Frank L. Marshall, export mgr., Montgomery Ward & Co., had to 
cancel his speaking engagement next week before the foreign trade 


session sponsored by the Export 
ii Advertising Association will be 
P taken by James W. Young, for 
. any years an adman and one- 
time Four A’s prexy, who will 
be making his initial public ap- 
vi pearance since his appointment 
as director of the Bureau of 
Foreign and Domestic Com- 


merce... 
Howard W. Dunk, secretary, 
_ Premium Advertising Associa- 
t & tion of America, was forced to 
s f niss his own show when a 
og broken leg kept him from at- 
5 tending the convention. The 
s & mishap occurred while riding a 

it § bicycle. . . 
it & A. C. Monagle, v.p., Stand- 
ff } ard Brands, revealed hitherto 
te unknown dramatic talent in his 
- capacity as president of Sales 
e & Executives Club of N. Y. To 
e, illustrate remarks by Elmer 
al Wheeler, the sell-the-sizzle-not- 
MS the-steak man, Monagle demon- 
re B §«strated as part of a skit how not 


to introduce a speaker. His por- 
trayal of an inept chairman 
brought down the house... 


vention in New York, due to illness. His place at a luncheon 


WATCH THE BIRDIE 


Frank Chaffee, Good Housekeeping, Chi- 
cago, discovered, while on a recent vaca- 
tion in Florida, that the Florida blue jay 


really is tame. 


en 2 One of the important jobs in the Tammany political organization, 
ri- — and one seldom entrusted to a woman, has just gone to Winifred 
re O'Leary, who is secretary to L. E. Kreider, an advertising salesman 


ic- — for Country Home... 


Jeff Brock, manager of the Vancouver, B. C., office of Cockfield, 
ies — Brown & Co., and a commissioned officer in the Royal Naval Reserve, 
has been called to the colors and is now serving a senior post “some- 


» where in Canada.” 


H. Burton Lowe, 1 v.p., Reinhold Publishing Company, is well on 
the way toward winning his bout with typhoid fever. He has for- 


FULL STEAM AHEAD 


2 
am eA 

In an attempt to encourage Canadian 
business men to continue their normal 
pursuits, J. E. Michaud, Dominion Min- 
ister of Fisheries, has ordered no letup 
in the regular advertising campaign to 
stimulate fish consumption. He is shown 
above (left) with H. F. Paisley, another 
government official (right) and W. 
George Akins, Walsh Advertising Com- 
pany, Toronto, the agency in charge. 


saken a hospital bed and is*recuperating at home. . . Bernarr Mac- 
fadden, publisher and physical culture enthusiast, suffered lacerations 


and bruises when he fell asleep 
while driving his car and 
crashed through a fence. He was 
on the way to a health center at 
Dansville N. Y.... 

“Chuck” Wiggins is now 
“Hoot” to his associates on the 
national advertising staff of the 
N. Y. News. It seems he is a 
pheasant hunter, and _ seeking 
some practice, wrote an upstate 
farmer for a crow to act as a 
decoy. Instead he received a 
live owl which he keeps chained 
in the cellar, and which scares 
his wife to death. . . 

Lincoln P. Simmonds, Texas 
State Network executive, is back 
at work in Ft. Worth following 
a successful eye operation and 
five weeks in a N. Y. hospital. . . 
John H. Miller, Cecil & Presbrey 
account executive, is chairman 
of the advertising awards com- 
mittee of American Institute of 
Laundering. . . 

A daughter of John Orr 
Young, co-founder of Young & 
Rubicam who now has his own 
agency, was married last week. 

. Edwin S. Friendly, business 
mgr., N. Y. Sun, witnessed his 
daughter’s marriage last week. 

. William E. Robinson, ad. di- 
rector, N. Y. Herald Tribune, 


n first prize in a publisher-retailer golf tourney with a neat 74. . . 

Robert J. Cottrell, of General Electric Company’s publicity de- 
partment in Schenectady, and Norma C. Wilson, of the College Serv- 
ice of the New York Times, will middle aisle it in November. . . 


Cleve] 


f the ANPA... 


entire staff. The occasion? 


OCT. « « 


G. B. Dealey, publisher of the 


Richard Janney, Saturday Evening Post representative in New 
ind, captured the Lantern Club trophy during the Advertising 
‘en's golf tourney at the Woodland Golf Club recently. . . Frank P. 
Beddow, formerly advertising manager of the Jacksonville Journal, 
been named Florida supervisor for the 1940 federal census... 
There is a new addition to the household of Frank E. Lynch, a. m., 
land Cooperative Stove Company, Cleveland. 
John Benson, president of the Four A’s, was a Peveland visitor 
veek. He dropped in to discuss problems of mutual interest with 
McCarrens, general manager, Cleveland Plain Dealer, and presi- 


‘0 sooner had Gordon D. Cates taken up his new duties as copy- 
in Y&R’s Chicago office, than he jumped into the role of host 

An heir apparent, the first, in the 
household. Theo Merrill’s the name... 

lembers of the Oklahoma City Advertising Club will be busy 

eason carrying on an advertising and promotion campaign for 

thical product, Just Dandy barbecued ribs. John Blatt, of the 
na Publishing Company, explained that the campaign is a 


Dallas Morning News, will be 


d by the Texas Newspaper Publishers Association at a banquet 
eston Oct. 12. Mr. Dealey will round out 65 years in jour- 
on that date. Speakers include Walter M. Dear, publisher of 
rsey Journal, Jersey City, and vice-president of American News- 


ne 


tloastmaster. .. 


Publishers Association; former Governor W. P. Hobby, Houston 
iblisher, and Lenox Lohr, National Broadcasting Company 
Amon G. Carter, publisher of Fort Worth Star-Telegram, 


allied products. executive. 


Babcock Names Tyson Roney with Agency | Bates Opens Studio 
Babcock & Wilcox Company,| Richard T. Roney, formerly with| P. Frederick Bates, formerly art 
New York, has appointed O. S. Ty- | Chicago Elevated Advertising Com-j|director of Eastern Advertising 
son & Co., New York, to handle | pany, has resigned to join Vander- |Company, Boston, has opened his 
advertising of its boilers, tubes and | bie & Rubens, Chicago, as account |own art studios at 3 Park Square, 


Boston. 


a 


S THE MOTHER OF TWO CHILDREN, 

six and four, Annabelle Wright has 

just as much dread of modern war as any 
pacifist who ever lived. 

But as a business partner in a going 
concern—The Wright Family—her first 
duties are running her home, and she knows 
it! So when family life is made easier, more 
dependable and (at the same time) a little 
swankier with that new car—well, there’s a 
song in her heart as the 5:15 roars to a stop 
at Suburbia ... And who can blame her? 

She and her husband are living their love 

story—the greatest continued love story in 

the world ... That’s why a new car is more 
important to them than the horrors in the 
picture magazines or the latest fiction which 


they discuss at the bridge table on Friday 
nights. They forget very quickly what they 


Army Orders Tanks 


... but the Wrights’ 
New Automobile is Creating 


Stir at the 5:15 


Wi} 


sg 


read for “entertainment,” but what they 
read about homemaking in The American 
Home they remember and use! 


Here is the one American publication so packed 
with usable ways to meet the realities of today’s 
city and suburban living that it has gained 
1,300,000 new readers in less than seven years 
—is now read each month by 1,600,000 active, 
eager homemakers who go into The American a 
Home market-place to buy ideas . . . These 
people have money to spend, because propor- 
tionately more .1merican Home families have 
incomes over $40 a week than any other 
major magazine (Starch). 


Seems like a good place to show your 
wares... Things that other Americans feel 
they might do without are often ““must”’ items 
in the hungry, alive homemaker market where 
new cars are “‘news”’ and not tanks. 


The New York Auto- 
mobile Show — where 
each year American 
manufacturers display 
their new cars—mak- 
ing it America’s great- 
est market-place for 
new-model automo- 
biles. 


The American Home 
—where over 2,000 
columns of home- 
making editorial ma- 
terial (more than any 
other major maga- 
zine) were published 
in the past year 


greatest Market- 
Place for Ideas on 
Living. 


sie er gee] Awericwn HOME 


Marketplace for Hew deat. 


*According te Starch Report 


ONLY 7% OF AMERICA’S POPULATION ARE FULL-TIME HOMEMAKERS 


(i URBAN WHITE FAMILIES WITH INCOMES OVER $20 A WEEK 


OY PE 


GHEST READER COVERAGE IN THE HOME. 
R MARKET AMONG ALL MAJOR MAGAZINES * 
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October 9, 1939 


Durstine Shows 
Showmanship to 
Chicago Admen 


Gets in a Few Good 
Licks on the Interna- 
tional Situation 


Chicago, Oct. 5.—Showman Roy 
Durstine, until recently president of 
an agency whose name, according 
to President Elon Borton of the 
Chicago Federated Advertising Club, 
“sounds like a trunk falling down- 
stairs,’ and now head of Roy S. 
Durstine, Inc., brought his offstage 
voice to this city today to dem- 
onstrate to members of the local 
advertising club that advertising 
needs—and is getting—more and 
more showmanship. 

Devoting a considerable amount 
of time to radio, including the prob- 
lems of programming, commercials, 
announcers, etc., and lending point 
to his showmanship argument by 
the use of transcriptions which 
brought down the house in appre- 
ciative applause, Mr. Durstine 
wound up with a serious discussion 
of war and wartime propaganda, 
in which he urged ‘the constant 
necessity for maintaining clear 
thought, for examining all phases 
of the situation, and above all, for 
“considering this international] situ- 
ation from just one standpoint: the 
present and eventual self-interest of 
the United States.” 

“This time,” he said, “we recog- 
nize a build-up when we see or 
hear one. This time we know how 
little is settled by either a war or 
a peace. This time we have the 
perception to analyze propaganda as 
it is aimed at us. Let’s keep that 
viewpoint. Let’s keep our emotions 
under wraps and do whatever we do 
because we want to do it.” 

Influenced by the Dramatic 

Anent the increasing need for 
showmanship in all phases of sell- 
ing, Mr. Durstine delivered himself 
of numerous showmanlike phrases. 
Here are a few examples: 

“Masses of people today can be 
influenced only by the dramatic, the 
exciting, the graphic, the simple 
smash... ” 

“Today we are in what might be 
termed the Hardware, Notions, Pet 
Shop and Grocery Era of magazine 
promotion. The ABC will have 
to put a new column in its reports 
—an audit of showmanship in pro- 
motion, with special credits for 
baby chicks, chocolate cakes, toys 
and white mice.” 

“In the five years before 1936, 
exclusive of pulps, 35 publications 
swam into our consciousness and 29 
swam out. . . The record points to 
showmanship in print. Esquire 
appropriates most of the Ballyhoo 
artists and takes Vanity Fair’s 
rather calm fashion suggestions and 
rolls them into a_ hairy-chested, 
polo-coated, pork-pie-hatted album 


of he-man jolts on coasted stock 
with four-color sex at 50 cents a 
copy ... with Life and Look lead- 


ing the parade, the newsstands in- 


stantly broke out with a luxuriant | 


rash of picture magazines. . . Soft- 


spoken little Reader’s Digest quickly | 


In 

the 
Center of 
St. Louis 
Rates from ov 
at 


Restaurants 


Adjoining 
Garage 


slithers itself into the millions... 
suave little Coronet with short jabs 
of culture, like a featherweight 
champion shadow-boxing with the 
statues in the Metropolitan Museum 
ge See 

“A few years ago if an agency 
man made a market survey, it was 
his own fault. If he tested a head- 
line he was just a sissy who didn’t 
know his own mind. . . Now, when 
a copywriter comes to work he 
doesn’t know whether he’s going to 
write a one-inch ad for a tabloid 
or a mile-high word for a skywriter. 
He may be asked to produce copy 
for the inside of a taxicab or the 
outside of an express truck... ” 

“It may take a lot out of us to 
measure the effectiveness of adver- 
tising. But if we don’t it will take 


a lot more out of our clients.” .. 
“You may feel that it would be 
wonderful if things would only stay 
put. But they won’t. Life isn’t a 
performance; it’s a parade.” .. 
“The depression first resulted in 
the most unpleasant copy which has 
ever been put before the American 
public. That was natural. It was 
the easiest way. . . But, shouldering 
its way toward results with main 
strength and sheer awkwa.dness, 
advertising developed an astonish- 
ing number of new techniques.” . . 
“There is only one way to circum- 
vent the politicians who can always 
make headlines by threatening cen- 
sorship. That is for an industry to 
clean itself up from within. . . With 
the Robinson-Patman, the Wheeler- 
Lea and the new food and drug acts, 


it’s going to be a lot easier to be 
good than just to be careful.” .. 

“A radio department is just an- 
other art department working with 
the copy department in their appeal 
to the ear instead of the eye. . 
Appraising radio purely as adver- 
tising there have been tremendous 
forward strides. There is the day- 
time strip which still remains a 
happy secret between the sponsors 
and the American housewife. Both 
of them are extremely pleased with 
this institution.” .. 


Kinney Names Kupsick 

Kinney & Co., New York has ap- 
pointed J. R. Kupsick Advertising 
Agency, New York, to direct its 
financial advertising. Chester Rad- 
ven is account executive. 


— 
ee 


Walker to Pan American 


Richard C. Walker, formerly with 
Industrial Publishing Company 
Cleveland, has been appointed man_ 
ager of the newly created advertis. 
ing department of Pan American 
Airways, Inc., New York. Advertis. 
ing was previously handled by the 
public relations department. Hubert 
C. Watson, formerly in the public 
relations department, has _ been 
named assistant advertising man- 
ager. 


Chateau Wines to Morris 


Eastern Wine Corporation, New 
York, has appointed H. C. Morris & 
Co., New York, to direct advertis- 
ing of its Chateau Martin wines. 
The company plans to use radio, car 
cards, outdoor posters and business 
papers in an expanded campaign. 


canner 


- ; Rai ga ee ee eye - Pra ai) ~~ : (ies : 
re Me ae i pens : ; a et ore z: “te _ pet E Jey pierre are, Hy = I> eid Sri.) it ; >= ° oS 
’ Bee he : 
a5 ) ————————————————————————————— ———————=—E—E—e Oc 
ee —_ 
ee 8 6 
& 
pa: : 
tac % 
ers 
. | ( 
at 
Br 
pis a | 
V9 ] 
“4 | a 
. ‘ 
. 4 
; a i 
e. 
ey ee 
ae jc 
oe = ; 
an : 
x 
“ee al 
Papen | 
| +4 
' |= 
eae ee S——=—E=—=—=ERa>@QaqqS===EeEIEI—E>E>E>L—>E=—>=>=>=ESE=HESENENEEESES™ESESESE™E™SSS"| LETTE AE 21ST AS Ae) RI TS ie 
Cook : f 
beg — 
Moa t 
7 : q 
= § 
8 a bra 
ay ; 
Ss gz 2 
oe an i ‘ye ce ie: ES 
me ba : es a } ' 
| , ; rie. >. Ve crear 
| * ee ae ae se faa Es 4 is. 
‘vibe ea _ ae ae 4 qv 
2 ee ie : Oa I a . 
. “ ee a a ieee 7 Tg eee Boe \ 
: a ee aoe a 
24 Ma = Ye - . ; ie agar 4 28 a i <e? Ee* : : “ee = _ 4 \ 
on ; a ona siti e , Me geen ee he Be a = aR ; ‘ 
CAM me: ates | ae eg PE ae a ei: ae a oa : oe vil 
a. 4 -— a m ese mee 82 mee ge oe PT gs POO a an nig oi ; 
"a o % a ae re Oe ae hei ae at. fo + aie 
a : ie Cl ee Raf se so uate Oe ee, ty rs ce be ae ¥ ae ike. 
bik oe a *% eo ee ah 4 ee OP ae ek Oe get % aa ££. ieee P ae 
von ee YE i ili ete oe ih te 3 ig ‘age ie Fi yh, Coie se a . Tew es . a 
4 oe a i rs) ge Ne eae a ee Gee J ew a —_ a Te aang 
: i cm tes a ee: i aa a ee xf 7 TM iag ge na orm. Ss - ; ae 
: j oa weer pee oe es ky i aes ey. Se a a i 
EL j pear a eB Ee ee : eS ee a 
aia Coe Sl A eer | xa pn 2 Fe Pes gee ee: eas se sists. OE or 4: Cp ae - é 7 
err UT eee _ . <a RTE ORE es a a ed TS hae le RAS a a A * Fare eg 
| a “' 6 eile 0a a: ee a. ON 
a ae Pal or YS af i ; age 
a re get. “ ¢ ~ : a ae Se ae ie Prt Se 
jai, , iil "ye = Lia gg ie ae 4 
a z ~ ; y i ics 
a Paik i“ ‘ i ‘- wg 2 . 9 4 ~ 
, ae!" * j a _ i wo oem Rigg, Pos * hy 
: a ae 3 - a es ee - ee 9 
i i Eo Ue Bigs +3 $e i " a. AF ‘ ee ig ‘ — 
_ es 3 " F ; a a Mei y os Se, em ea 
et ae , i , eo ee Ride es j 
take ee oa ah: aan . ee ae 
5s gas ae Pre i hagas # te et P F pe Ege . 
ego 9! eye - a . apg cc. ld . — “Say . a Se A A oe 
oa Sa rag ae” Pa he , “ me Pee 
Be i ae. ee ll & %, - te. om” 
=r a A he iy ‘ 4 — os, 
i a a bs tt # SS id se Bes) ey ; 
ae 4 oh F . ae Pe Ps 
ae = F : 4 ae me ' i et e 
, a 2 Pee 9 4 ee ge 
i ae: 4 _ = 2 giz 
Rs . i a P “i f° 
— ae P 3 se" ei my ee hs he 
By | ae Be sie Se a. o* 
ait ke, TE Ee ‘ ee Ro. i 
ne . ee -— . , ieee me i di gee. 
oa ee. @ gg ie aa — % tts i 5 
: . 3 ee a ie ee a % og ie ina 7 
— ee : i le * -. 4, we 
eat Bins ee Ree ae se & "aa eet e 4 
pee a. 7 z=” 4 z 7 
é io | on is : , ee ge Sst . ‘> # Py 3 , 
a. *y ait 3 P ail PP alge ad ee a nm a 
ass ii ae . = zz. 
_ # ; a x — ge Be 
fa ge! : a . iid F Fae os 
edie % 4 : Pig: “ / ae ae 
fi . 7 % x Bene # ¢ S 4 an bt «x F 
: q P: om a ee ¢? eZ i 
i | a ‘ ; oe ee ay % 
> , oer, we . & ca a ‘et, ‘ ‘ 74 ee, a x A BS P 
— a | tinal Sa. ne i . . i * Ee ee ee £ iis ‘4 tom 
- ae Te cc. i oS. [ee 0s ( (8 sée we a 
- ig ae Co i cs hte. a as y! ; eo: ae 4 sf sigh a ¥. Fat, ae iii ar 
ee: sols oer & aly : ee ad Se J ‘ “ae a Ya ae ‘ee awe ie ee * 4 * 
a eed OR 8 al OU ol es Oe iia ill Cte J a tie Pee ti 4 
| = sl ¥ i 5 Ri eg? ny ee ia re #i er = ieee a _ — a : bee oe Ae: ae de a 5 Ba 
| mere : ii \ ¥ 2 i ¥t “ae coon tage <a % ee an! ace Sy iB eee ss or 
ion ¥ aes 7 zs alee ea a < é *g . emia ieee - Fogg’ 55 Uae rey 
‘i : | #. mrt " ‘lie pee” oy ee. te Rae oe a oe ‘a i“ iro, 4 ee MEE -. 
met ao. ee De ig lag ah ys "ee ee OUCtC eee ieee pas a ee ig 
ate eee ea eae Oe oe —-—, |. Va = . ee = is mee koe 
ae ae Duties: Ye ~° fae. 2, ae — ts —A 
ph ee a oe Se jae ae a * a —— , 5 
7 She Fm, *, eee sas 7 = ie 
‘ore a ee eee a ™ + ae * > ee ae - be j mee a Ge ale alee, ; 
— i ee, i ae" oY oe as Page , ee > Sen. > ei = ~iiig! Sf : oe 3 P ata FS. Sn ia eee » ie 
Be Fe iow”. oe? eR ees FO mS ; : + ae A erie ag, ; a. Pha 
ya Pa . = . 2 ioe 7 oe he Dp fae he oe —. ' oe eet F , 5: & ee Ramee i, 
a oe 2. «mee fe ‘ aie > 2. Magi E x ee se % oe Ww 
ena 7 ie “ae ‘ais eS i te a — - & _ . BY kan ted ti is x e i al oad FA 
a oa a ae’ ‘oo Le “i a Oe a add ¥ re? ‘ ee = tad sotto Zé . oe ee A 
aes 2 FP d igh ae o A 2 as.  § a F Nae tae ie as +S ee ee ay 
4. +4 + Eg it a @ wade . = ere, + ¥ a ¥ ee ©! A _— 3 se eS ~e oe ; of ‘+o ‘3 safe y 
eae | aa Ss Pots age he, Me | Se “Ea ped 14s 
¥ | . i « er, * a * s a 45. 7 F = : ts" 9 ; Lal x be aa ig a7, 
‘| | . Par 2 ee 4 =5 ae r _ yh 
.? *™. - ria 4 pa i “ SS oe e . oy Wis 
; ia de ff ee e STs Pe ee > ain Zi 
| ‘ a es Pe ae es ee oi ; iF 
pO . — "s Fa” ac . aie iy 
> 62 ” % — ty oe > ; . # a ol - ‘f 
PY oe aa a es ” y 2 lave 
: 4 ea kame ae a 7, C.. 
an “ Pca tes ? oy ’ ‘ ‘ Ks “a rhs q 4 ager 
ro ‘3 a vg ol Wee! Fe: 2 iY aoe 
“thal ; y Pi A | em , ‘ i il : a ’ ee yy .-- 
= . a | 4 ie ? oe <n . ees ~—— 
i | aa ities. a me GB Cages 
oct OE, .! — y ; aa = Per eS) ee VF ign 
= ‘ * - at ali + Cet ek a ae Shi gon” 
\ an = i 4 ‘ agile x ee Hie ee > oe, en 
E of a « \\ } | > * re ie: . eae me ah a Tie . a eels am ‘ We wera % 
™ ‘ ‘ Sp a — : ; et a a ‘aa Ee a E ™ aa oe Bo. = . a 4 
Us AS | = * se “ee » J re 3 oe fe apt 7 € *. A ees ia te: we ~% 
+ A . Ree - eae ee. 7 1 ge hen’ ay Been 
Mite | . : ’ sa % ‘a a oe oy . " ¥ "a aa) A ee ee ae 
ew oe me ’ se: AR os aie aa 7 ay hh 7 6 
Sag ‘ oe ; * Be oS ts i ti Z | 6a 
on Be J . ‘ Ps - ce eae oF - or ¥ Mn c ase S 2 *, , / : 
; ie ) =. . a *, os * ’ sil SR Saree * * See See ' " hah F “4 “~- Bee: 2 a “% tg +; SG 
F a ae i a ' ‘ 0 See a 3 , = . ee Se ers eg 
¥ ae SSE) a —— “wa: i ¥ PR a 3 oe Die he af “= _—— ie . Fox 74 a “o 
+ F J - — oe ee = tee aes ee g . SS ae Cee Sas 
= s -= . a ee een oe ~ Rial tad “a ’ ad Bee oY Me 
e * = ae sha = os z “ye . = ha *; 2 Bei 5 Re ey | > as 
; eS ‘ . 2 ee . a ’ , ‘ P —_— ge oe: 
a: wer: ¥ “i aa > 2 %. * Eales et as 
4 # bok al ; ow peg a "I < # j _ re. Re, 4 % F : 5 ae , Se 
amous : = ies a E rat ~ es, _— oe : "% mee eo we 
; , ei a a Be ee ei Fi } En i 
ee ee © : ae a ame ay s 
bd EN po — Wee SS eA — ty ae 
7 i : = ae : J sas ad oa = ee * > ” ‘ . é r: 4 » “CZ 
3 t tgs . & % a. ’ , a vay, ge 
‘ 4 . Sad re ; “t ¢ =z : 2 ) me “eet: é | Gee 
= 3 I Vv — =" hoes eh: .) xs . 2 Ey ; roe 
f \\ ? \~ oe is ? ee “8 Sy +z a = eS, a ¢ lige i ‘ ‘- aa Me z 
. A Sa ae OS ee MB : 
r Wat ae Y fen" ha | rn i. 4 7 . 4 
+. ay e act re So Ee sa a 
| of es <> on aie ae 
; pe ga ¢ Pe aa i 4 ” . a ae a a “ 
a ae Ie e ST , 
b fag: : es 7 : > a ee ' Ss 7 i a , 
\ _ F. i ae ora ‘ rt r i ‘ gs lu Pe 2 +. 
ee | ; s : rm oa my : 
“tl bi *% * ae a i :¥ 
Lee - te a he we a 
me fe 5 ~~ a 3 
Wed a 
d a 37. wee , F 
ee a RRO #5 mee Sree es ee i ; ; ; . 
ae val : J “ae - a e an > a we Bu A ‘ Views | x a at <* aes Mets as. ete J . 
SF oe a? ‘ 4 incgi® B fs of Fi, co sd KS ett i” fore yi, ha Ey, Ld 
. “ es | ; a € 4 oh ge ats ame a Ad He 
_ 5 “3 rae ‘ ’ 13 , _ 


October 9, 1939 


ADVERTISING AGE 


31 


— 


1939———— 


a 
Pages Lines 

tian Home Journal ...ccccccsscccscsceses = aoe 
Ham Sateen B COPGONe vines rie es SRS | NaS 
oxy mealhiicintsh OR aaah igen COED RN Seer ye 25.8 al1,089 

-  sganeeeearseweeeseaese &¢ >. ; 

ail EN oe ee aad a mikes wa 7.4 40,212 
ee ee nn ccetanoeant 5x9 «86.238 
nal Home Monthly........cesessccecesses 38.3 26,796 
al GrOUP ..-eeeeecrcrrseeererecerecvece 186,054 


38 


“OCTOBER LINAGE OF CANADIAN MAGAZINES 


Lines 
29,063 
23,618 
25,111 

8,668 
33,581 
42,944 
20,841 


175,158 
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Lines 


17,830 


33,515 
25,244 
18,996 
40,517 
14,434 


36,826 


Canada Magazines 


Score 62% Gain 
in October Linage 


Chicago, Oct. 4.—October linage 
in Canadian magazines continued 
the rising trend evidenced in the 
past two months, with six maga- 
zines reporting a total of 186,054 
lines to ADVERTISING AGE today. 
This is an increase of 6.2 per cent 
over the 175,158 carried in 1938. 
The September gain was 6.7 per 
cent. 

Four of the six magazines bet- 
ered their 1938 records. Liberty, 
the weekly reporting September 
linage, also showed a sizable gain 


over last year. The two farm papers 
reporting October linage carried 
49,076 lines, an increase of 6.1 per 
cent over the 36,826 for 1938. Three 
out of four farm papers, reporting 
September linage, likewise showed 
gains for the month. 

Figures and page totals for the 
individual publications are shown 
in the accompanying table. 


Observes 50th Year 


Kondon Mfg. Company, Minne- 
apolis, manufacturer of Kondon’s 
nasal jelly, is celebrating its 50th 
anniversary with an extensive na- 
tional campaign in Fawcett Wo- 
men’s Group, newspapers, radio and 
posters. Addison Lewis & Associ- 
ates, Minneapolis, is the agency. 


r——1939 
Pages Lines 
» Guide & Nor’-West Farmer........--- 26.3 18,911 
: Herald & Weekly Star 
! : . " 
Rastern Edition .....---eeeeeeeeeeeeereees 33.8 33,844 
Western Edition ...---e-eeeeeeeereeeeeeee 25.7 25,684 
Farmer’s Magazine ...---++ssereeererrcees 28.8 20,165 
ae Press Prairie Farmer......----+++++eees 30.5 33,526 
stern Pro@ucer ..ceceereeerersereeereecenns 15.0 16,491 
otal GFOUP ..ceceeecrereeeereeeererrevere eee 39,076 
Weekly—Sept. linage shown, not included in total. 
Semi-monthly—both issues included, 
aFive issues. 
* 


energy. 


No use wearing out your thumb. If your 
lighter won’t spark, you're wasting time and 


Magazines are that way, too. The American 
Magazine has found the one sure spark that 
never misses fire. It’s Human Interest! 

Human appeal in every paragraph that 
passes the editorial eye. The timely spark 
that makes every picture and article glow! 

That’s why the American Magazine is 
different. That proved ability to interest the 
men, women and youth . .. who live in 


2.200.000 homes. 


Use Human Appeal to Ignite Buying Interest! 


They're the enterprising, home-owning 
able-to-buy people who respond eagerly to 
the human touch, in both editorial and ad- 


vertising columns. 


So eagerly, in fact, that they gladly give 
five nickels every four weeks for each copy 
... pay a premium to enjoy the distinctively 
human fare that only the American Maga- 


zine serves! 


IN NEW POST 


J. S. Williams has been named vice-pres- 
ident in charge of sales and advertising 
for Chappel Bros., Rockford, Ill., dog 


food manufacturer. He was formerly 
sales manager the Sunbrite Cleanser 
division of Swift & Co. 


Canned Wieners in 
Wisconsin Debut 
for Oscar Mayer 


Chicago, Oct. 5.—Oscar Mayer & 
Co., meat packer, used large space 
copy in Madison, Wis., newspapers 
last week to announce the arrival 
in that city of its famous “Yellow 
Band” wieners packed in cans. 

Future advertising plans are in- 
definite, according to Carl Mayer, 
vice-president in charge of adver- 
tising. Copy, however, said that 
the canned wieners would soon be 
distributed nationally. Mr. Mayer 
said that Madison was the only city 
in which test copy had been used 
to date. 

Copy stressed the 55-year reputa- 
tion of the brand and pointed out 
that, with the wieners packed in 
cans, no refrigeration was neces- 
sary. Added conveniences and taste 
appeal were also emphasized. 

This is not the first time that 
wieners have been sold in cans. 
This form of packing, however, has 
largely been confined to imported 
brands or to the smaller sizes used 
especially for hors d’oeuvres. 


Two Join Crowell 


Margaret Sidney Eaton, formerly 
with the circulation department of 
the New York Times, and James F. 
Ryan, formerly with the advertising 
department of John Wanamaker, 
New York, department store, have 
joined the advertising promotion 
department of Crowell-Collier Pub- 
lishing Company, New York. Miss 
Eaton will be on the staff of Col- 
lier’s and Mr. Ryan will work on 
Woman’s Home Companion. 


Two Name Raymond Levy 


Imco Company, New York, has 
appointed Raymond Levy Organiza- 
tion, New York, to handle a maga- 
zine campaign for its smokers’ ac- 
cessories, including the Tornado 
cigar lighter. Standard Remedy 
Company, Baltimore, has also ap- 
pointed the agency to handle ad- 
vertising in newspapers of its O. S. 
R. vegetable tablets. 


SPARK PLUGS 
FOR PUBLISHERS 


The Employment Division of the 
National Newspaper Promotion Asso- 
ciation can put you in touch with 
qualified men or women of evaluated 
experience. If you need talent to 
head up or round out your adver- 
tising, sales, circulation, or editorial, 
Promotion Department, please write 
in confidence. (No fees.) 


NATIONAL NEWSPAPER 
PROMOTION ASSOCIATION 


Lee Tracy, Prom. Mgr. 
NEW YORK WORLD-TELEGRAM 


Chairman, Employment Committee 
When writing, please mention ADV.AGE 
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Experts Analyze Aid 


Given Distribution 


by New Inventions 
Philco Chief Views Tel- 


vice-president in charge of research, 
Owens-Corning Fiberglas Corpora- 
tion, and A. E. Pitcher, general 
manager of the plastics department, 
E. I. du Pont de Nemours & Co. 
“Unquestionably,” said the Philco 
chief, 
powerful 
known. 
elements of the process of selling. 


medium we have ever 


evision as ‘Most Power- emotions and human senses. 


ful Medium' 


Boston, Oct. 4.— Television, in 
creating the most powerful form of 
advertising yet known, is certain to 
have a vital effect on distribution. 
Equally certain is the fact that tele- 
vision will have no effect upon dis- | 
tribution until it reaches wide pub- | 
lic usage—at least five years from 
now. 

These were the views given’ the 
Boston Conference on Distribution 


Monday by Harry Boyd Brown, na- | 


tional merchandising manager of 
Phileo Radio and Television Cor- 
poration, who was one of several 
experts to analyze new advances 
made by science and their potential 
effects upon distribution and mer- 
chandising. 

Others to address this session were 
O. Fred Rost, editor of Radio & 


housed in this 


building. 
be handled efficie 


Polk & La Salle Streets 


tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 
modern, 


Orders of any size can 


Located within easy walking dis- 
tance of Chicago's Loop district, it 
is most convenient for buyers to 
drop in at our office and discuss 


their printing plans with us. 


“Radio, for instance, added the 
| persuasiveness of the personal, liv- 
ing voice to advertising as against 
the inanimate printed page. And 
now with television we will have 
the animate human voice plus the 
appeal to the sense of vision.” 


vision, when fully utilized, would 
be advertising plus. “Retailers and 
manufacturers will do more than 
advertise by television,” he com- 
mented. “They will actually sell 
| the merchandise by television. 
Therefore the quality of resulting 
| Store traffic will be greatly im- 
proved. The percentage of buyers 
in store traffic will be greatly in- 
creased, and, in addition, television 
will so graphically bring the store 
to the home that one more result 
will be a vastly increased number of 
telephone and mail orders.” 


Television Retailing; Games Slayter, 


“television will be the most} 
It embodies more of the 


It appeals to more of the human 


Mr. Brown declared that tele-| 


On the other side of the picture! 


was Mr. Brown’s reminder to the 
conference that it was at least 10 or 
12 years after the introduction of 
the automobile before it began to 
revolutionize transportation and 
distribution. A similar lag was true 
|in the development of radio broad- 
casting. 

He pointed out that, while tele- 
vision receivers have been on sale 
in New York for nearly five months 
and have been substantially adver- 
tised, sales to date number less than 
400 instruments. 


Anticipate Great Developments 


“The American people imagined 
some truly wonderful and thrilling 
developments in the way of tele- 
vision entertainment and they ex- 
pected these developments to reach 
us almost overnight,’ he com- 
mented. 

“The actuality they have discov- 
ered in the past few months is much 
cifferent. Many of the television 
programs today are not sufficiently 
entertaining. The eye is far more 
critical than the ear, and many 
things, many programs that the 
public thought it wanted to see have 
failed to be of interest.” 

An improvement in_ television 
program quality and technique, plus 
the fact that most standard radio 
sets sold now can be easily adapted 
to television were cited by Mr. 
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OUR PLANT AT 124 WEST POLK STREET 


A Center of Printing Activity 


Complete facilities for the produc- = 


fire-proof let 


ntly and promptly. 


— 


PRINTING PRODUCTS CORPORATION 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. 
a Catalog, Publication, Book- 
, Broadside or other form 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 
to cooperate with you on 
your next job of printing. 


Be it 
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COLOR DISPLAY FOR SWISS KRISS 
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This new multi-color display is being used in drug and department stores to intro- 
duce Swiss Kriss brand herbal laxative manufactured by Modern Diet Products, 


Miwaukee. 
azines and business papers. 


Brown as factors pointing toward a 
conservative, but steady develop- 
ment of the medium. 

Mr. Rost also analyzed the prob- 
lems hampering quick development 
of television broadcasting; the lack 
of any but experimental licenses, 
the disinterest of potential sponsors 
because of the expense and small 
audience, and the consequent lack 
of public interest due to the cost 
of the sets and scarcity of programs. 

He predicted that, for some years 
tc come, television will have to be 
classified as a highly specialized 
medium that can bring results 
“under clearly outlined conditions 
in clearly defined areas.” 


“Class” Audience Only 


In its present state, television 
neither threatens to supplant any 
currently employed advertising me- 
dia nor cause any serious shifts in 
the distribution of advertising ap- 
propriations, he remarked. 

“It is reasonable to expect,” he 
added, “that in the beginning tele- 
vision advertising will be employed 
mainly by manufacturers and retail 
merchants who are offering a line 
of quality merchandise, services, or 
single items of high unit value, and 
seeking to call attention of a limited 
or class market in a specific terri- 
tory.” 

New developments in glass re- 
search will continue to give mer- 
advertisers plenty to 
talk about, Mr. Slayter predicted, 
reviewing the role played by this 
element in distribution. 


While glass has been thought of | 


as something hard and brittle in the 
past, he emphasized that it must 


now be considered in its new and | 


different forms, 
pliable and virtually indestructible 
cloth which promises to grow as an 
important factor in distribution.” 
Other new forms of glass, cited 
by Mr. Slayter as less noticeable 
but nevertheless vital factors in 
merchandising, include invisible 


glass for store windows and display | 


cases; Fiberglas insulation, building | 
blocks, light weight containers, 
sealed beam headlights and a pure 
silica frying pan that can be “heated 
to a cherry red and then plunged 
into ice water without breaking.” 
Concurrent with the development 
of glass has been the extensive re- 
search on plastics, an industry 
which Mr. Pitcher said will con- 


A magazine and business paper campaign has been started in mag- 
Cramer- Krasselt eno tts Milwaukee, is in charge. 


tinue to grow until it ranks as one 
of the largest in the country. 

There are 13 new types of plas- 
tics now on the market, he com- 
mented, with others being intro- 
duced at about the rate of one ; 
year in contrast to the pre-1929 
rate of one every 20 years. Fac- 
tors responsible for this accelera- 
tion, he added, have been the trans- 
fer of the major part of the indus- 
try from relatively weak hands to 
very strong hands; large scale re- 
search, and the contribution of some 
of the best inventive brains of the 
nation. 


Dennis Joins “Golf” 


Seth Dennis, formerly with the 
national advertising staff of Scripps- 
Howard Newspapers, New York, 
has been appointed § advertising 
manager of ae New York. 


before you 
plan your 
next contest, 


EVEN THOUGH MEN 
ASK FOR CASH THEY 


WORK HARDER FOR 
MERCHANDISE. 


“including a_ soft | 


Let us show you 
how our long 
experience with 
Merchandise 
Prize Cam- 
paigns con 
point the woy 
to a profitable 
sales increase 


for you. 
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Francisco Files 
A Spirited Brief 
for Advertising 


Tells Conference Why 
lt Is Good and How It 
Can Be Bettered 


Boston, Oct. 4.—One of advertis- 
ing’s staunchest defenders, Don 
Francisco, president of Lord & 
Thomas, appeared before the Bos- 
ton Conference on _ Distribution 
yesterday to reassert his belief in 
advertising as an essential element 
of democracy, a force as flexible, 
as vulnerable, as democratic and 
as permanent as the American sys- 
tem 

Advertising has made mistakes 
ond it still has some faults, Mr. 
Francisco admitted, because it is 
becoming increasingly believable 
and thus more effective. 

His address, heard at a luncheon 
session held in cooperation with the 
Advertising Club of Boston, followed 
a conference symposium on _ the 
regulation of business practices. 
Among those participating were 
Willard Chevalier, publisher of 
Business Week, and Q. Forrest 
Walker, economist for R. H. Macy 
& Co. 

Mr. Francisco classified the major 
accusations against advertising as 
follows: Its use for an unworthy 
cause. Misleading advertising. Ad- 
vertising which is in bad taste. Its 
appeal to the emotions. Its cost. 

Answering the first, he pointed 
out that advertising, like electricity 
or gunpowder, can be used for 
either good or evil, but that this 
cannot be taken as an indictment 
of advertising itself. Some adver- 
tising, he continued, has been mis- 
leading, but only because it reflects 
commercial morality, and does not 
set it. 


Reflects Today’s Tastes 


“Advertising,” he declared, “is as 
honest as the people who sign it. 
And most advertisers are honest. 
Some advertising is in bad taste. 
Like the stage, screen and radio, it 
reflects the tastes of the times. 
Often they could be better.” 

The blame placed on advertising 
for enticing people to buy more and 
better things than they need was 
classified by the Lord & Thomas 
chief as “a great tribute to adver- 
tising.” 

“To give our wives, our children 
and ourselves the better things of 
life is the great incentive to work.” 

He emphasized that, in this coun- 
try, at least, the consumer is still 
the ultimate boss. “Into the hands 
of the public advertising places the 
fate of every business that makes 
or sells consumer goods,” he pointed 
out. “By their voluntary choice of 
the products or services offered, the 
public can make or break a busi- 
ness. The way is constantly open 
for the better article, and only satis- 


WITHIN THE LAW 
: % Pest Am PETE” 2 


THE PEPSI-COLA COPS 


I MAKE SURE 
YOU GET A BIG, 
BIG BOTTLE- 


These comic cops have gone to work for 

Pepsi-Cola and will be featured during 

the next few months as the beverage's 

chief advertising characters. (Story on 
Page 19.) 


faction can hold the consumer’s 
vote. The job of advertising is to 
make that merit known, to invite 
free choice.” 

Among Mr. Chevalier’s contribu- 


Distribution Study 
Delves Into Changed 
Economic Patterns 


(Continued from Page 1) 


standing that our familiar economy 
is based on territorial expansion 
with its accompanying appropria- 
tion of free capital. “This under- 
standing,” he added, “is accom- 
panied by the belief that there can 
be no other foundation for a dy- 
namic economy.” 

Dr. Person’s suggested solution to 
this problem was somewhat start- 
ling. “Instead of the addition of 
new territories with additional free 
social capital to be taken over into 
individual ownerships, there must 
be discoveries of new utilities 
created at diminishing costs of 
human labor to be taken over into 
collective ownership and promptly 
and smoothly integrated into an ex- 
panding volume of widely distrib- 
uted real economic income. The 
dynamics must come from expan- 
sion of real income generally.” 

He admitted that this evolution 
of the new order of expanding 


economy will require “modifications 
of many of the cherished concepts 
which we have been taught to be- 
lieve were established by natural 
law.” Among the concepts requir- 
ing modification he listed those of 
private property, of the function of 
the corporation, of the nature of an 
equity, of saving, spending for in- 
vestment, and spending for con- 
sumption, of debit and credit, of 
private accounting and social ac- 
counting, of price and valuation. 

“It may mean,” he said, in elab- 
orating further on some of these 
concepts, “that all inventions shall 
be regarded as public property 
available to everyone who desires 
to make or merchandise them; and 
that the rewards of inventor, fabri- 
cator and distributor shall come not 
from private ownership and the 
power of withholding, but from 
special, specific rewards for inven- 
tion.” 


Suggests Economic Council 


“We should not yet expect any 
one mind to offer the complete 
solution,” he commented. “Each 
offers some portion of the truth and 
we should value each accordingly.” 

An immediate move in this direc- 
tion, said Dr. Person, is the estab- 
lishment of a “substitute, synthetic 
genius,” a functionalized national 
economic council, whose task, he 


indicated, would be the sifting of all 
proposals offered in order that the 
good might be extracted from each. 

Another speaker at this session to 
emphasize the value of a “central 
control tower of men thoroughly 
experienced in business,” was Col. 
Robert A. Roos, president of Roos 
Brothers, Inc., San Francisco spe- 
cialty apparel stores. 

Col. Roos spoke on “Retail Dis- 
tribution and the Government,” and 
reported results of a survey he 
made of 64 national organizations 
representing various branches of 
distribution. Of these groups, he 
said, 30 per cent expressed the 
opinion that there should be no gov- 
ernment restrictions or regulation 
of retailing. Some 13 per cent were 
in complete accord with the present 
policy of strong regulation and 
nation-wide codes of conduct. 

A variant, but similarly long- 
range view of distribution was 
taken by Charles F. Hughes, busi- 
ness news editor of the New York 
Times. He urged establishment of 
an institute of research for distribu- 
tion, asserting that training courses 
for distributors would remove com- 
petition of the worst kind. 


Closes Toledo Office 


Meldrum & Fewsmith has closed 
its Toledo office and is increasing 
its space in Cleveland. 


tions to the symposium earlier in 
the day was the voicing of his be- | 
lief that fair trade is an effort to! 
reconcile business with the social | 
and economic welfare of the com- 
munity. He pointed out that uncer- 
tainty is a basic element in tte| 


ness as we know it, and that the 
“system” should be described as the 
“hope of profit system.” 


Discusses Business Regulation 


Insurance of profits in business | 
would mean the abolition of free 
enterprise, he declared. Regula- 
tion of business, he added, should 
go far enough to offer sufficient 
certainty to justify planning ahead, 
and yet prevent exploitation of the 
many for the benefit of the few. 

Mr. Walker was less temperate in 
his views toward fair trade laws. 
He said, “We know that these laws 
have nothing whatsoever to do with 
the ‘fairness’ of competitive trade 
because they are simply laws to 
legalize the fixing of retail prices 
and margins by the manufacturer 
under contracts. 

“There is nothing fair in uniform 
prices that force the public to pay 
high fixed prices for merchandise 
regardless of the cost of the retail 
service performed. 


Wholesale Prices Higher 


“It is well known that the whole- 
sale selling prices of many highly 
advertised brands are substantially 
higher than identical unbranded 
items. The difference in price is a 
measure of the payment the retailer 
makes for the good will in the brand 
name. In substance he buys both 
tangible and intangible property 
when he buys the highly advertised 
brand. 

“It is a contradiction in logic to 
grant unrestrained right of aliena- 
tion for the tangible property in 
the brand and to deny a similar 
right for the intangible property 
that is also purchased.” 

Mr. Walker concluded his re- 
marks by quoting previously pub- 
lished results of a Macy survey 
showing extent of price increases in 
branded items allegedly brought 
about by fair trade laws. 


TO HELP YOUR DISTRIBUTORS IN 


THE SMALL TOWN MARKET 


weds. Sot tet ee eee <3 
Weekly Newspaper |= 


WHat HAPPENED 
AT ToRONTO? 


At the end of September the 
American Hospital Association and a 
number of allied and affiliated groups 
held their annual conventions and 
exhibits in Toronto. Now, the thou- 
sands of hospital administrators who 
were unable to attend—as well as 
those who did attend—are waiting 
for detailed, authoritative reports on 
the many sessions which were held. 

In a day or so they will be reading 
these reports . . . reading them in 
HOSPITAL MANAGEMENT. Real- 
izing the importance and significance 
of the Toronto meetings to the hos- 
pital world, HOSPITAL MANAGE. 
MENT covered the convention with 
a staff of five, and their on-the- 
ground reports will be the first to 
reach the hospital field. 

Hospital executives throughout the 
country are looking forward to this 
issue, because they have realized for 
years that the paper’s wide-awake 
editorial staff does an unusually good 
job of presenting the important and 
significant news—whether of meet- 
ings or other events—quickly, accu- 
rately and intelligently. 

We'd like to show you how a news- 
conscious hospital field reacts to the 
newsworthy material that appears in 
HOSPITAL MANAGEMENT. We'd 
like to show you, also, how we cover 
the Toronto meetings in our October 
issue. Why not write us for a copy? 


Hospital Management 


The News and Technical Journal of Administration 


100 E. Ohio St., Chicago €) 


diy 330 W. 42nd St., New York 
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BALTIMORE-- 
“TEST-TUBE™ 


CITY! 


Get a representative 
reaction by trying 
out your advertising 
formula here: 


A City ANO 
TRADING AREA 


Ae 
DIVERSIFIED 
MARKET 
201 different. 
Industrial classifr 
Cations preven 
Violent business 
 Fluctuations- _ 


A ComBINATION 

OF URBAN 
AND RURAL 
POPULATION 
Baltimore itselF 
1S Surrounded by, 
tniles of rich and 
Varied farming 


: Country _ 


AN INEXpEXS!VE 
— MARKET _ 
To coveR 


ONE stati ‘dt 


Can do the JO” 


» 


WFEBR is Baltimore’s 
leading radio station-- 
first in popularity 
first in advertising 
first in showmanship 


ON THE NBC RED NETWORK 


Textiles Need New 
Aid on Distribution 


Agricultural Decline 
Affects All Business, 
Says Farm Expert 


Boston, Oct. 4.—Farmers and tex- 
tile manufacturers constitute two 
groups most seriously in need of 
improved and applied strategy in 
distribution techniques, including 
the potent force of advertising, if 
they are to maintain their rightful 
places in the American economic 
system. 

These assertions, bereft of any 
great degree of qualifying optimism, 
were made here yesterday to the 
Boston Conference on Distribution 
by two recognized authorities, Ray- 
mond W. Miller, president of Agri- 
cultural Trade Relations, Inc., 
Stockton, Calif.. and Elmer L. 
Ward, president of the Goodall 
Company, Cincinnati. 

Others who addressed the session 
were M. M. Zimmerman, publisher 
Super Market Merchandising, and 
J. Frederic Dewhurst of the Twen- 
tieth Century Fund. 

In discussing the farmer’s plight, 
Mr. Miller emphasized that produc- 
tion of new wealth by agriculture 
is a basic factor underlying national 
income and prosperity. Thus, a 
material lift in farm prosperity can 
scarcely be considered to be beyond 
the immediate interest of any 
manufacturer or advertiser, whether 
or not his products have a rural 
sale. 


Farm Income Sets Pace 


National income, Mr. Miller com- 
mented, generally has a ratio of 
eight to one to farm income, with 
the latter, rather than the former, 
being the determining factor. There- 
fore if, by a serious attack upon 
the problem of distribution, agri- 
cultural income could even be in- 
creased by a billion dollars a year, 
it would mean an increase of about 
eight billion in national income. 

He bluntly declared, “Unless 
distribution is made more efficient, 
there is little prospect for American 
agriculture to get permanently off 
relief—both personal and govern- 
mental. Present subsidies are run- 
ning to almost one billion dollars 
annually and this in turn is being 
paid by taxes on business all over 
the United States.” 

Frozen costs are the biggest ob- 
stacle in the distributive chain 
through which farm products pass 
on their way to the consumer, Mr. 
Miller remarked. 

“It is estimated,” he said, “that 
agricultural products are turned 
over at least ten times on the route 
from the farmer’s gate to the con- 
sumer’s table or wardrobe. Some- 
where in these many handling 
operations should be found ways 
and means to cut out some of the 
ever-increasing costs. 


Problem of Unfilled Needs 


“When people in the back country 
{cannot afford to buy radios, auto- 
|mobiles and other products of in- 


it the and yet would like to do so 


if they could secure a fair return 
|for their crops, then the agricul- 
| tural problem is no longer one for 
producers alone to consider, but one 
| that should call for the best think- 
| ing of business leaders. 
| “Unfilled needs for agricultural 
|and industrial products are enough 
| to keep business busy for many 
years, but agriculture can begin to 
| fill its needs and thus do its share 
of buying only when it can get fair 
parity prices for what it produces.” 
Some progress has been made in 
solving the problem, Mr. Miller 
said, by retail distributors, national 
farm groups and chain store repre- 
sentatives. The most significant re- 
sult of these conferences to date has 
been the movement of surplus farm 
commodities into consumption 
through regular retail 


Farm Products and» 


channels | today 
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" BATTERY 


JUST TURN 


\SELECTOR 


THE KNOB 


The motorist turns the knob at the center of the panel of this new Edison Battery 
Selector until the name and model of his car registers in a window at the left. 
Automatically battery types suitable for his car are registered in a similar win- 


dow at the right. 


The Selector was designed by Edward Condage Tompson. 


ii 


tional campaigns. On a_ broader 
scale is the food stamp plan devel- 
oped by the Department of Agricul- 
ture. 

“During the past three years,” he 
said “there have been 65 separate 
campaigns and promotions by or- 
ganized retailers working with or- 
ganized agriculture in the attempt 
to move surplus commodities into 
consumption.” 


Status Quo Hurts Textiles 


An emphatic declaration that the 
paramount problem of the textile 
industry is distribution was made 
by Mr. Ward, head of the company, 
which has used plenty of national 
advertising to make its Palm Beach 
suits nationally famous. 

“Few textile manufacturers oper- 
ate any differently than they did 25 
and 50 years ago,” he asserted. 
“They deal with a selling agency 
in New York, who in turn sells the 
jobber or manufacturer, who in turn 
sells the retailer, who eventually 
sells the consumer. 

“They are as far away from the 
ultimate consumer as they were 25 
years ago, and, in most instances, 
do absolutely nothing about reach- 
ing the public mind to create a 
desire for their particular product.” 

In lauding direct distribution, Mr. 
Ward explained that he meant a 
fabric made at the mill which is 
manufacturered or controlled in its 
manufacture by the mill and then 
sold to the retailer. He did not 
mean direct distribution by the mill 
to the consumer. 

Advantages of the former system, 
he said, are economy, control of 
product and price, and its value to 
an advertising and promotional pro- 
gram. 

The textile industry, he asserted 
bluntly, evidently has not learned 
that the millions of members of 
consumer organizations are not only 
interested in the fiber content of a 
fabric or garment, but they 
vitally interested in who made it. 

“And they have a right to ask 
that question,” he commented. “If 


this question were answered by the | 


textile manufacturers, labeling in 
the textile business would really 
mean something to the consumer, 
and there would be none of this agi- 
tation for the 10 different labeling 
bills before Congress at this time. 
Public Is Brand Conscious 

“Whether it is an automobile or 
a suit of clothes, the consumer has 
a right to ask this question before 
buying—Who made it?’ And if 
national label legislation does be- 
come effective, as seems probable, 
an even greater portion of the pub- 
lic will be brand-conscious.” 

The textile industry, added Mr. 
Ward, has also been remiss in fail- 
ing to realize that consumers of 
have been “intelligently 


with the aid of organized promo-| enlightened,” and now demand that 


are | 


industry shorten the distance be- 
tween the raw material and the 
ultimate consumer. 

“IT appreciate that the product 
itself is the solid foundation and the 
starting point on which everything 
else must be built. But I know of 
only a few absolutely unidentifiable 
products in the textile field—and 
even if my product were one of 
them, I would still venture into the 
direct method of distribution. 

“If I could not successfully label 
the merchandise, I would identify 
it with a ribbon or medal, or some 
outstanding symbol] so that the con- 


sumer would say: ‘There, that’s 
what I want.’” 
Direct distribution, Mr. Ward 


emphasized, is tied in closely with 
national promotion. .When any mill 


a 


considers the idea of selling direct, 
it must either do national advertis. 
ing on its own or create a situation 
where someone else promotes the 
product to the public. A background 
of national advertising is the most 
desirable start, of course, but it is 
expensive. 

“Because simplification of the dis. 
tributive structure is a definite 
trend, because competition demands 
specialization and that we do a few 
things and do them well, because 
quick communication and continua] 
education have developed alert con- 
sumers with volatile preference, | 
think it is imperative for every mil] 
to move in the direction of the ulti- 
mate user and to proceed toward 
direct selling in whatever degree 
seems sound,” Mr. Ward concluded. 

In contrast to Mr. Ward’s review 
of the textile industry’s ills was Mr, 
Zimmerman’s optimistic comment 
on the rising stature of the super 
market, which he said is “the most 
economical system of food retail- 
ing.” 

Estimated 1938 sales volume for 
independent super markets alone 
was $1,000,000,000, he declared, and 
this year’s volume is expected to be 
25 per cent more. Nor are super 
markets anywhere near the satura- 
tion point, he added. 

“The super of today,” he said, “is 
looking to the introduction of new 
services which will add to the 
attraction of the market without 
adding to the cost to the consumer. 

“New super markets in some 
cities now include meeting rooms, 
restaurants, children’s playing cen- 
ters and other such neighborhood 
service features which are bringing 
returns in increased traffic, volume 
and more satisfied consumer patron- 
age.” 

Mr. Dewhurst, the Twentieth 
Century Fund expert, reviewed the 
background of that group’s recently 
completed study on distribution 
costs, a full report of which ap- 
peared Sept. 4 in ADVERTISING AGE 


To Fink & Doner 


Fink & Doner, Detroit, has been 
appointed to handle the advertising 
of Grosse Pointe Quality Food Com- 
pany, Detroit. Newspapers, radio 


and posters are being used. 


cance? Simply this: 


trading area. 


markets. 


areas. 


flexibility. 


Call us in to blue- 
print the facts in 
terms of your prod- 
uct. 


PARTITIONED ... 


for Rural Sales at a Saving 


Partitioned, though a double-talk term in the ambiguous 
language of European power politics, has a single, forthright 
meaning as applied to the Western Newspaper Union set-up. 


Look at the map shown here. 
lines, you see unfamiliar, unorthodox outlines. 


Each of the 29 partitioned sections represents a natural 
In each of these regions there is a numeri- 
cally powerful group of Western Newspaper Union country 
| weeklies providing home-by-home coverage of complete rural 


Thus Western Newspaper Union's 2,900 country weeklies 

are available not only as a national unit of country-town 
circulation, but also as partitioned groups 
in-the-bullseye, no-waste coverage of specific rural trading 


No other national medium offers even a degree of this 
Few cost much less. 
Union costs jibe with national publication rate standards. 


WESTERN NEWSPAPER 
UNION 


Instead of the usual state 
Their signifi- 


... for right-smack- 


For Western Newspaper 


310 East 45th Street, New York 
210 South Desplaines Street, Chicage 
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OCTOBER ADVERTISING LINAGE IN FARM PAPERS 


Poultry and Poultry and 
Livestock ; Livestock 
—Commercial Display— -—Display—, —Commercial Display— -—Display— 
——1939-——, ——1938——, 1939 1938 ——1939——, ——1938-—,__ 1939 1938 
Pages Lines Pages Lines Lines’ Lines mt. Weekit (Bent —- Lines Pages Lines Lines’ Lines 
Monthlies -Weeklies ptember 
*American Cotton (Two issues unless otherwise noted) 
Grower .....+...+++: 3.5 2,874 3.2 2,142 31 14] American Agriculturist. 16.3 11,839 11.6 8,468 780 682 
American Fruit Grower 7.1 3,217 5.5 2,475 eee Arizona Farmer ...... 24.0 18,130 22.1 16,670 242 32 
American Poultry Jour. California Cultivator... 20.9 15,815 22.3 16,841 462 40 
Eastern Edition .... 11.4 4.871 11.5 bys H 483 467 | Dakota Farmer ....... 11.8 9,111 9.6 7,409 15 80 
Arkansas Farmer ..... 3.5 2,630 2.8 2,21 eee --+ | The Farmer 
*Better Fruit ......... 3.10 1,316 3.5 1,505 ses wes (General Edition) ... 18.1 14,182 16.7 13,086 479 397 
Breeder's Gazette ..... 9.4 4,218 7.4 3,318 1,751 2,024) Idaho Farmer ........ 14.2 10,714 18.3 13,852 uaa oeae 
California Citrograph.. 22.1 14,835 26.1 sees “2 “- Indiana Farmer's Guide 11.7 9,167 10.7 8,406 » aie B+ . 
Capper’s Farmer ..... 28.8 19,587 33.4 22,69 *1| Kansas Farmer ....... 11.6 8,837 9.0 6,863 412 = =1,743 
*Carolina Co-operator.. 8.0 3,360 10.7 4,480 ay +++ | Michigan Farmer ..... 12.4 9,489 10.8 8,289 1,508 676 
Country Gentleman.... 35.1 23,891 35.5 24,116 216 a Missouri Ruralist ..... 12.9 9,774 7.1 6,409 2,300 806 
: COURGIY TEGUNS cc ccecs 14.0 9,511 13.1 8,885 33 1 Nebraska Farmer ..... 21.3 15,498 8.9 13,792 1,076 530 
e rates for this department are as follows: ) : 21 5,498 1 921 
E 5 Wanted,” “Positions Wanted, Representatives Wanted,” and Farm Journal & a — . os an fAverage 4 Editions... 22.4 16,329 20.1 14,657 2,091 1,324 
Representatives Available,” 30 cents a line, minimum charge $1. Terms Farmer's Wife ...... 49.7 21,305 28.7 eet - a New England Home- ie 
) “Repr Farm & Ranch........ 18.0 13,623 20.8 15,71 12 "Seo epgeaaaan 13.9 9,706 13.7 9,583 5,076 4,383 
cash with order. : % in., $2.75; 1 to 3 in., | *Florida Grower ...... 6.4 4,335 91 6,182 me .-+ | Ohio Farmer ......... 17.4 13,361 14.0 10,781 763 626 
sifications (single insertion rates): % in., $2.75; ’ 1 i: 7.4 61 
All sy gy for folder describing discounts for term insertions. *Hoosier Farmer ...... 13.1 5,880 12.7 56,700 : -- | Oregon Farmer ....... 15.3 11,553 18.3 13,858 oes eee 
$4.75 per Kentucky Farmers Pacific Rural Press: 
Home Journal ...... 4.8 3,780 4.8 3,781 448 442 Northern Edition ... 27.5 20,819 26.5 20,049 599 473 
: > "aN National Livestock Southern Edition ... 27.2 20,595 25.3 19,146 879 473 
POSITIONS WANTED POSITIONS — Saveur: | Producer ........... 4.5 3,296 3.9 2,813 tAll Editions ....... 23.8 18,028 22.4 16,927 699 473 
i will address your envelopes |5 years experience in copy, *| *New Jersey Farm & Pennsylvania Farmer.. 13.1 10,029 18.2 13,943 1,344 955 
i Dele ne, Longhand. $2.00 per thousand. | production. Will enebAawe Fresent to’ GED. cctancanccese 14.0 6,314 15.1 6,792 742 706] Prairie Farmer: 
i box 1914, ADVERTISING AGE, Chgo. hd © enema in mead Gene *Ohio Farm Bureau : 1 Illinois & Indiana Ed, 25.7 18,744 21.0 15,268 21 14 
;B ‘ Ss , inl o : > 
! NG MAN—4% YEARS PUBLICA- | Now earning $50—will take $40. Write re steeees 10.0 4,499 11. 5,030 27 70| Rural New Yorker..... 10.0 7,871 10.7 8,415 1,720 1,746 
) 10 SvORK—Editorial Work, Copy 920, ADVERTISING AGE, Chgo. | Poultry Tribune: Wattaces Parmer & 
} TION ” Sochastion Correspondence | Domatose y —— : :| Eastern Edition ..... 17.4 7,452 17.3 7,424 639 483] Towa Homestead..... 26.6 20,833 22.7 17,761 4,735 4,287 
Layout, : ELP WANTED Progressive Farmer- Washington Farmer... 15.0 11,306 18.5 13,956 eens eee 
Advertising Soliciting— These HEL I . : r > 1 
= engaged in for 4% years with| WANTED... EXPERIENCED AGRI- e oe — os saber , ~~ one pom Wisconsin Agriculturist 15.9 2,484 14.1 11,065 56 84 
nthly trade magazine make an ex- | CULTURAL COPY WRITER varolina-Va. Edition. se. 6,047 5, 539 3 —_— > = > 
neo eit background for a permanent |farge Midwest Advertising Agency Georgia-Ala, Edition, 22.1 16,114 21.8 15,835 66 2 Total Group ...... . 289,857 ... 272,910 23,782 18,040 
4 ee nection with some publication or| wants experienced copy man. One Kentucky-Tenn. a a , Se Weeklies (September) ' 
 cavertising agency, preferably as as-| who can write agricultural copy that SENN ncvecneaces 22.1 16,076 22.1 16,122 66 14 (Four issues unless otherwise noted) 
4 Sere te editor or production mana- | sings. Copy that can stand up under Mississippi Edition... 20.9 15,183 21.0 15,253 78 28 | Capper’s Weekly 2.1 4,720 1.8 3,925 
ay Address competitive tests. Should have agri- Texas Edition -« 22.2 16,178 23.0 16,720 146 822 | Dairyman’s League 
1 Box 1915, ADVERTISING AGE, Chgo. | cultural college, extensive farm, or tAll Editions ....... 18.7 13,629 18.2 13,223 66 14 News PO Aa ++ 5.0 3,637 3.6 2,636 518 392 
> ——— — - agency background. Must be able to tAver. of 5 Editions 22.0 16,020 21.9 15,965 179 264 | Semi-Weekly Farm News: ; i 
Pe ADVERTISING AND SALES PROMO- | contact and sell his own copy when | Southern Agriculturist. 14.5 10,142 15.1 10,537 ince cad Friday Edition ...... 1.3 3,201 3.5 8,300 
)TION EXPERIENCE AND ABILITY | desired. When answering, give list} Southern Planter ..... 13.0 9,094 11.3 7,900 149 165 | Tuesday Edition 10 62:32 17 «(3/968 
FOR HIRE. This young executive’s|of accounts record, experience, age, | Successful Farming ... 38.4 17,258 46.4 20,860 121 23 | Weekly Kansas City 
jadvertising knowledge and experience salary desired, etc. Opportunity for | Wyoming Stockman- Star: 
; Petakes in every phase. It was acquired | the right man. POPE vestoenecscis 5.8 5,189 4.6 4,156 194 136 Missouri Edition..... 5.3 12,970 5.5 13,622 
' Be by active A: pees 4 a howe mee Box 1916, ADVERTISING AGE, Chgo. pining “diane En «ee Ps =: Pes: 
} Pein over $50,000,000 worth of successfu ——— 5 - = Total Group ...... ws. 282,075 282,294 6,029 6.30% Total Group ...... 26,856 32,447 518 392 
; gia over Pedvertising. Has an enviable REPRESENTATIVE AVAILABLE _ , — 6,( 6,303 Dailies pA a A 56 51 
: record for securing dealer-paid-for | |HTTORIAL—PHOTOGRAPHIC REP- Semi-Monthlies (September) *Chicago Daily Drovers 
| PBadvertising cooperation. Located in| RESENTATIVE available to news-| *california Grange PEED sicvsinesins 12.7 26,963 10.6 22,607 14,481 16,195 
, , . 1 
. PaNew York ae * urgent need of @| papers, magasines, ad spaonotes for ON cckegibseswxeads 4.9 7,770 6.3 10,108 7 ...|*Kansas City Daily 
* Peposition. rite for resume. New England coverage. Now han ng | Farmer-Stockman ..... 15.7 11,861 15.6 11.805 259 587 Drovers Telegram. 16.8 35,762 15.1 32,081 6.321 6.208 
e Box 1917, ADVERTISING AGE, N. Y. ge oe yaate show. College, 25, | toara’s Dairyman .... 16.6 12.102 11.1 8,099 2.504 2,061 | *Omaha Daily | lay 
5, a aa ea ssouri Farme 7 5.463 7.5 5,882 317 Stockman .... 5.8 33,655 29,871 13,08: 
, Advertising—Publicity Box 1918, ADVERTISING AGM, WM. Y.| Moctcca Parmer 2... 107 1neee aye BOS? SIT 18] Stockman ......... 18.8 s8t ee) oe 
4 ll yrs experience planning and di- FOR SALE *Oregon Grange Stock Reporter 10.8 22,884 11.3 23,984 5,474 6,140 
11 yrs. | “ é : -- 7 DEED «adeéceesvace 13 14,966 12.0 13,475 
recting industry, product and institu- uantity beautiful 5-wing poster dis- | ,.,. 7 ; big tes . rigpt tt , - = 
g tional activities, direct and through aa. stands ready for use; will hold oo Ag ve Apa bssnne 13.0 9,837 16.8 12,683 250 362 WOM vcccak vans 119,264 108,543 39,359 40,591 
.Padistribution channels, covering 9 mid- | qouble faced cards 19x20. ‘Adjustable estern Farm Life.... 12.0 9,422 11.0 8,617 14 286 oan 
‘ west states for one of world’s largest height. Priced to sell. Write L. L. : — = See -—- *Figures provided by publisher. 
a hoe Mtge Fe posi Coryell & Son, Lincoln, Nebraska. Total Group ...... . 2,535 ... 80,510 7,22 4,855 *Not included in total, 
ion. Desire change w smaller : se 
h Pompany headquartered “> oe SPECIAL SERVICES : 
1) Marea. Finest references including offi- MAKE EVERY DIRECT-MAIL : sa sos 7 : ss : ’ ; : 
epmpials of present employer. Young,| qollar count for two, by employing Farm Monthlies dled their classified advertising ac-| Smith Joined Bridgen’s, Ltd., To 
narried. Available immediately. newest Photo-Offset process; repro- counts under contract, operating a} ronto, in 1921 transferring to Mc- 
ly | ox 1918, ADVERTISING AGE, Chgo. | quces anything that can be printed. . ° ° oss plan which he had developed and| Kim in 1931. 
on LAYOUT ARTIST NO TYPESETTING OR ENGRAVING W e fo) was exploiting 
. id assistant art director. 27, single, EXPENSE!! , 
‘ pebitious, conscientious. Broad aeeney Edeal precese Ser al gorts of tay in c re) er ina e _— : 
iE experience from rough ideas throug toria ealer elps, Sales Material, t 
finished art. Unusually competent in at pet, jr Booklets, Instruction Sheets, g A. F. SMITH 7,000 SOUTHERN PHOTOS 
roduction and typography. Now em- | Price Lists, etc., etc. New York, Oct. 5.—October linage : Almost every type of subject and scene to be found 
loyed but desires better opportunity. |sMALL JOBS WITHOUT PREMIUM |; ¢,.. ‘thli taled 28: oe | _Montreal, Oct. 4—A. F. Smith, in the South, including many general illustrative sub- 
ok 1918, ADVERT ne Ae, Case. 500 Copies (8%x11”) $2.63 in Farm monthiles totaled 262,075 as | assistant general manager and a Gi-| iss: est o of tee nn oe 
) F ; 22c i i is - | ; ’ 
en WPRADE PAPER MANAGER seeks | piditional hundred copies only c2c | compared with 283,294 in 1938, Pub-| rector of A. McKim, Ltd., Canadian | cotton farming, livestock, poultry, roads, rivers, 
Ng Wvider field and income as director, lied i for f lishers’ Information Bureau reportd tai : d boats, homes, etc. Many fine pictorials and scenics. 
territory manager or space salesman Any size supplied. Send for free "ioge advertising agency, died here today 8x10 ol ints.  Selecti t " 
i tomenetan Gaiman GF exh publi- Informative Manual. today. This is a loss of 0.4 per cent after a brief illness. A native of _ Glossy prints. ions sent on approval. 
io WRation. Wide agency and account con- | Laurel Process, 480 Canal St., N. Y-| as compared with a 0.5 per cent de- Chi d ; t M Inquiries solicited. 
acts in East. Write in confidence for | A trained salesman calls in New York cline in September cago and a war veteran, T.| DOWN SOUTH PHOTOS, GERMANTOWN, TENN. 
mace history. and Metropolitan rea. ust phone ‘ ; a ee hi iliac 
= Box 1921, ADVERTISING AGE, N. Y.' WaAlker 5-0526. No obligation. Among farm paper groups report- — a —_—_——. . 
7 ing gains in September linage were 
A : S ff taken by the government will still sad ta tee These papers car- | 
gencies ulter be able to do some advertising. Pac 910 last ines as compared ee | 
00° Sh . k . Mr. Williams revealed that Eng- as Proxy an increase of 6.2 | 
° rinkage in land has begun rationing of petrol, | P&T pope = mi-monthlies reported 
Billings Abroad which means that all advertising of | # hos o0.at0 sag oy as > or ae 
branded motor fuels has come to| W! , in » & gain of 2. 
(Continued from Page 1) an end. Several profitable accounts oe setae Saane © 
‘ ‘ > i ' ines, a 
ast war, when it was decided that | have thereby been lost temporarily, decii ¢ 172 et Td 
isi he pointed out. eciine oO per cent from the 
he cost of advertising and sales ex- . 32,447 reported at this time last! 
pense might be included in prices; One question mark as to the fu- . . 
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ture regards England’s ability to 


Eovernment. Unless this is changed, | Maintain sufficient control of the 
ig |seas to continue to import manu- | 543 reported in 1938. 


factured products as in the past. 
Importing of cosmetics has already 
been stopped by government edict. 


Gets Quaker Puffed Line 


Quaker Oats Company has ap- 
pointed Ruthrauff & Ryan, Chicago, 
to handle the advertising of Quaker 
puffed wheat and puffed rice. 


year. Dailies carried 119,264 lines, 
/a gain of 9.9 per cent over the 108,- 
| 
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| FRANK H. CLARK 
| Oakland, Cal., Oct. 3.—Frank H. 


Clark, 50, the artist who created 
one of the advertising world’s most 
engaging personalities—the Jantzen 
swimming girl—died here last week. 
The Jantzen miss, whose likeness 
adorned not only the company’s ad- 
vertising, but windshields through- 
out the country for several years, 
was drawn by Clark with the aid of 
his wife while both were associated 
| with Botsford, Constantine & Gard- 
ner in Portland, Oreg. 
| Mr. Clark went to Portland in 
1915 after serving as a free lance 
artist in Kansas City, and remained 
|on the Coast until 1930, when he 
moved to New York. He spent the 


last two years in California. His 

widow survives. 

HARRY H. FUHRMAN 
Philadelphia, Oct. 5.—Harry H. 


Fuhrman, 40, head of the Fuhrman 
Advertising Agency, fell to his 
death today from the ninth floor 
apartment which he occupied here. 


HENRY W. CONNELL 


Beaumont, Tex., Oct. 3.—Henry 
W. Connell, associated with the 
Beaumont Enterprise and Journal 
and the Waco News-Tribune, was 
killed in an automobile accident 
|near Monterey, Mexico, Sept. 30. 
Mr. Connell, while not directly em- 
| ployed by these newspapers, han- 
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Yunis Trerview provides 
a filly known and deft 
nilely denied hig bust 
ness coverage fr S567 


per peye fer thousand. 
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New Ad i ivity in Z8I t 
ewspaper Index of Retail Activity in mportant | 
Executives Plan Mar] 
Varied Program arkets 
; Based total retail advertising volume in all newspapers in each city ( 
Chicago, Oct. 5.—Virtually every oa ‘ ; 
segment of the advertising field will (Copyright, 1939, by Advertising Publications, Inc.) 
be represented on the program for 
the fall conference of the News- 
paper Executives Advertising Asso- ‘ 
ciation, to be held at the Black- RETAIL ACTIVITY 
stone Hotel Oct. 16-17, with em- +20 inMAJOR MARKETS : 
phasis, however, on ideas from the +15 compared with last year j 
publishing business itself. Members Caches f 
have been asked to refrain from +10 ial] _. a ae , 
bringing “outside” guests to the La, cour to Guy 
meetings. +5] ie .. . : * 
+ . ~ aes -_ _ —_——e ona ae ere eer 
Dean F. L. Mott, director, School ar | ; 
of Journalism, University of lowa, C 
and Pulitzer Prize winner, will be =f : 
the speaker at the Monday luncheon, ~10 i; 
his subject being, “What Today’s i £E 
Advertisers Can Learn from the “15 : . 
History of Advertising.” Col. Wil- of 
lard Chevalier, publisher of Busi- 22 2 12 19 26 2 9 16 23 30 > H 
ness Week, will be the headliner at ‘e 8 5 . a 5 7 ~ a wa can ~ 
the Tuesday luncheon, discussing| Vernon D. Beatty, who has taken over JAN. JULY AUG. SEPT. OcT. a 
“When War Comes to Business.” the advertising managership of Swift & a 
The agency viewpoint will be pre- Co., following the resignation of Leo *) 
sented by Arthur E. Tatham, vice- Nejelski, who is now with Pepsodent % Gain % Gain v 
’ -  ieiacn. coll Company. 39-Week 39-Week 39-Week or Loss. or Loss N 
president of Young & Rubicam, with) Period Period Period 1939 1939 Week Week % Gain °* 
an exposition of “Getting Advertis- Pas a ; Ended Ended Ended over over Ended Ended or , oO 
ing Appropriations Approved.” organization, and Loren Hayes, na- City . = Oct. 2, 1937 Oct. 1, 1938 Sept. 30, 1939 1937 1935 Oct. 1,1938 Sept. 30,1939 Logs P| 
William J. Shine, of Ross Federal] tional advertising director, Copley | ‘Akron, OU. .........++. 12,815,095 8,858,581 7,247,217 —43.5 —18.2 201,233 185,409 —i4 + 
Research Corporation, will tell| Illinois Newspapers, will discuss | A}Pany, N, Ys ----2- ++ t.epe.aee aseeest rete — ee 106.048 196,687 mm § 
“What Research Has Done and Can| “National Advertising Develop-| atianta; Ga. .......... 11,971,764 11,490,864 12,989,928 +85 +13.1 436,170 439,894 +0s—e R 
Do for Newspapers,” and H. Coy| ment.” William A. Robinson, serv-| Baltimore, Md. ........ 17,053,391 15,836,733 15,987,018 —6.3 +0.9 489,723 507,146 +34 eae Sc 
Glidden, of Glidden & Wile, Chi-| ice department, New York Herald Birmingham, Ala. ..... 9,548,602 9,289,266 9,697,072 +1.6 +44 289,030 303,632 5 m 
cago, will offer a dissertation on| Tribune, will present “Merchandis- *Boston, Mass. Susecase 14,889,404 13,484,110 13,796,728 —i.3 + 2.3 404,289 473,418 
4a : : : te”? . Th ” Bridgeport, Conn. ...... 7,582,740 6,651,200 7,160,502 —d.6 + 7.7 178,864 191,604 
Strange Things, These Markets. ing snemes. *Buffalo, N. Y. ...++ee. 13,905,584 11,735,037 11,472,182 —17.5 —B3 176,607 212,300 
Surveys among readers and how] Camden, N. J. ......... 3,050,988 2,784,473 3,136,567 +2.8 +12.6 94,993 125,119 
Progress of Bureau they may be used to build national | Cedar Rapids, Ia. ...... 3,890,726 3,538,976 3,707,198 —4.7 +4.8 94,122 103,264 
. oe linage will be described by Frank] Charleston, W. Va. 8,665,139 8,004,310 7,532,854 —13.1 —5.9 228,067 226,688 
Robert A. Wolfe, advertising|, ture oinatioin iiocanee Prop-| Chattanooga, Tenn. .... 4,759,066 4,663,410 5,588,324 +17.4 +19.8 128,066 155,444 
manager of the Dayton News, will]. ’ B 9 OU-' «Chicago, Ill. .......00 24,642,475 22,641,945 21,436,983 —13.0 —=§,3 591,263 618,830 
tell the NAEA of “The Consumer’s were ay ton ~~ Bulletin, and| Cincinnati, O. ......... 13,083,253 11,177,411 11,395,165 —12.9 +1.9 335,844 332,845 
Cooperative Movement.” markin ussell &. Sconeld, a vertising man-| Cleveland, O. ........-- 16,055,491 12,936,705 13,070,055 —18.6 +1.0 354,324 358,595 
the ir iring of this s ‘bi at § oe ager, Lexington Herald-Leader, CORMMIDUS, GO. cecccseccse 10,470,419 9,105,616 9,747,689 —6.9 +7.1 239,257 287,232 
; a ; g S subject in the will tell of the relation between BOs dc ecescvece . 16,039,892 15,193,976 15,380,129 —4.1 +1.2 439,041 417,412 
association’s council, and George R. Davenport, Ia, ........ 7,800,464 6,986,600 6,810,136 —12.7 —2.5 203,532 181,440 
Gould, advertising director, New technology and newspaper adver-| Dayton, O. .........++: 11,599,072 9,354,166 10,120,060 —12.8 +8.2 262,880 272,454 
Haven Register, has chosen the in- — , ha hate Denver, Colo. ..-+++++. 815,675 6,763,138 6,678,361 it 13 174,370 171,568 
"ear : ‘ . ~ 4, symposium wi se held on| Des Moines, Ia. ........ ,892, ,733,937 698,77 —4, —0. : 2 
triguing subject, “Bureau of Stan-| 7) nen Opportunities,” with | Detroit, Mich. 2222222. 16,747,237 12'946,538 14,604,117 —12.8 +12.8 404,142 440,091 
dards for Newspapers. oe Gael are El Paso, Tex.........+ . 7,700,751 7,400,619 7,713,213 +02 +42 215,764 227,024 
Wilder Breckenridge, sales man-|*OUF, Welt known newspaper men) Erie, Pa. .......+++++- 6,930,410 6,544,072 7,047,698 +1.7 +7.7 201,474 192,374 
ager, Bureau of Advertising, ANPA, oo one Ng oes will be| Fall River, Mass. ..... 2,621,133 2,355,433 2,514,237 —4.1 + 6.7 62,499 79,150 
: < evote o §6 «6§“Sta Organization | Flint, Mich. ........... 6,785,366 5,157,516 5,978,286 —11.9 +15.9 168,728 161,462 
Wil repest om the progress Of thst! 5 nine” with three experts con-| Fert Wayne, ind. ...... 8,896,664 7,866,383 7,851,154 —11.8 —02 236,376 256,088 
—--= es | tritarti . In additi . y  eeetan GMEH, BME, wccscscscess 5,530,471 4,124,251 4,400,348 —20.4 +6.7 91,651 123,635 
ributing. na ition, there will Grand Rapids, Mich. ... 7,774,586 6,336,676 6,391,844 —17.8 +0.9 180,754 198,464 
be an elaborate exhibit of business | Greenville, S.C. ...... 5,055,518 1,778,083 4,894,472 om +2.4 146,130 130,911 
ak building ideas, to be reviewed by] Houston, Tex. ......... 12,265,960 2,294,794 12,773,194 +4.1 +3.9 420,504 438,270 
. Henry W. Manz advertising direc- Indianapolis, Ind. ..... 13,956,500 11,653,392 12,184,312 -12.7 + 4.6 422,472 392,266 
or ee pape ae oi). | Jacksonville, Fla, ..... 6,662,558 6,313,520 6,792,324 +1.9 +7.6 190,694 201,432 
r tor of the Cincinnati Post. Two sil-| Jersey City, N. J. ..... 1,743,262 1,518,496 11550,645 —iii + 2.1 46,635 47,236 
ver cups and plaques will be|{iisas uty, Kans. 2,001,453 2,075,640 1,962,471 — } rm «| 67,267 52,892 : 
|}awarded for: the display judged] Knoxville, Tenn. ...... 7,631,988 7,436,959 7,918,349 +3.8 +6.5 239,834 256,438 +6 
most stimulating. Little Rock, Ark. ...... 7,069,342 6,920,482 6,808,621 —3.7 —1.6 210,014 197,582 —il 
| Los Angeles, Cal. ...... 19,290,411 17,311,527 18,320,100 —5.0 +5.8 459,276 462,807 +l 
an ae | Louisville, Pear 11,929,374 10,413,814 10,617,560 ee +2.0 310,933 314,543 +1 
f Ex ect 3 008 000 |bynn, Mass, .........- 7,525,140 6,028,528 6,153,170 —i8.2 +2.1 177,478 153,034 —i0l 
Pp ‘ s Manchester, N. H. ..... 2,775,992 2,708,790 2,793,013 +0.6 +3.1 69,324 76,048 +$ 
| ° Memphis, Tenn, ....... 9,032,942 8,340,332 8,859,648 —1.9 + 6.2 273,994 277,606 +1 ge 
Consumers to View *Milwaukee, Wis. ...... 12,929,626 11,043,295 10,450,523 —19.2 ona, 378,620 322,756 —14D 29 
| s Minneapolis, Minn. 10,978,783 9,900,892 10,149,613 —7.6 + 2.5 342,478 331,542 — sur 
Libert F Film Moline-Rock Island ..... 6,765,127 6,200,432 6,143,596 —9.2 —0.9 180,404 173,320 —ii, 
y New Bedford, Mass. 2,557,310 2,200,214 2,305,586 —9.9 +0.2 57,750 70,014 +25 aes 
Wy ae , New Haven, Conn. ... 7,091,972 6,691,878 6,797,042 = +1.6 188.776 187.908 —f 39: 
New York, Oct. 5.—Distribution | New Orleans, La. ...... 15,095,704 13,845,787 14,369,330 —4.8 +3.8 459,773 439,412 —Mls th 
plans to enable 3,000,000 people in| New York, N. Y. ...... 48,706,371 42,960,850 42,744,294 —12.3 —0.5 1,189,610 1,342,320 +) nag 
all parts of the country to view| Brooklyn, N. Y........ 4,916,071 3,663,361 2,900,608 —41.0 —20.8 73,367 84,176 +14) om 
‘T’ll Tell the World,” institutional | Norfolk, Va. .........+5 7,198,310 6,894,118 7,029,092 —2.4 +- 2.0 204,890 185,052 —3 r 
ertisi 5 — F Oakland, Cal. .......... 5,861,183 5,202,132 5,847,350 —.3 12.4 140,928 236,254 +6limgen § 
advertising film sponsored by Lib-|coxjahoma City, Okla... 9.278.332 $825,228 6,687,226 —27.9 —24.2 289,255 224,014 —2 w. 
erty, by next June, have been com-| Peoria, Ill. ............ 8,698,642 7,558,885 7,961,125 —8.5 +5.3 250,569 287,861 +10 
pleted by the magazine, it was re-| Philadelphia, Pa......- 22,273,930 19,259,978 70,087,690 —9.8 +4.3 616,421 652,728 +3 { 
vealed this week. Showings are Phoenix, Ariz. ......... 5,381,628 5,648,928 5,429,396 +0.9 —3.9 145,012 149,828 +4 aie 
4 a’ ak: being conducted before high schools, | Pittsburgh, Pa. ........ ary ety ag hey ty Pp yt —s16 +05 413,672 438,550 = Fi ep oul 
Ea ae . . om . . PE POPE, CIM sacccoses 9,728,014 8,782,668 9,403,879 —3.3 +7.1 275,744 286,734 +4 98 
establishes it as. i colleges, women’s clubs, parent-| Reading, Pa. .......... 8,166,066 6,966,505 7,349,041 —10.0 465.5 244,384 235,732 —im. 
ns oes teacher groups and similar organi-| Richmond, Va......... 9,975,840 8,953,336 9,462,688 —5.2 +5.7 269,094 266,630 — A: 
’ o a le in 5d zations. Rochester, N. Y. ...c.es 13,249,347 10,553,369 11,098,938 aut®.9 es 303,647 320,054 +54 Ar 
a jerica’s Fine ‘ To date 120 prints of the film ih ee 6,176,184 5,767,272 5,891,004 a © +21 150,626 178,668 +15 ou 
: oP ‘: bene s , : : Sacramento, Cal. ...... 6,604,437 5,903,931 —6.6 +4.5 168,776 169,540 +0iDf 3 
eee * 1ave been made and more will be San Antonio, Tex. ..... 4,891,733 4,692,709 +9.1 413.7 157,587 179,746 +14 eno) 
produced later. These are being| San Dieco. cal. ....... 10,679,432 9,459,950 11.0 +0.5 245,674 259,924 “| 
distributed to assure coverage to| Seattle, Wash. ........ 7,758,260 7,103,849 8,408,246 8.4 +18.4 248,374 275,884 +1 
every city with a population of | ‘South Bend, Ind. ...... 7,058,380 5,215,701 3,900,984 —44.7 —25.2 166,232 115,516 —! ‘i 
gh 100.000 oe eee . | Spokane, Wash. ....... 5,863,466 5,420,632 1,936,470 —15.8 —8.9 133,350 133,868 +04H05,0 
| 100, _ or more. Distribution is| gt. Louis, Mo. ......... 14,396,565 13,022,050 13,238,290 am9 +1.7 402,485 399,640 ye Wi 
: being directed by Lynn Shores, who| *StPaul, Minn. ......- 9,732,780 "8,403,723 7,997,949 -12.4 -4.8 270,520 319,705 39 +18 
produced the picture. Tacoma, Wash. ........ 4,694,700 4,428,816 1,666,292 —0.6 5.4 116,928 133,574 +1¢ 
The film is also available for | T@a™Pa Fla. ........... 4,584,738 1,392,934 1,920,706 +7. 12.0 120,526 133,140 ie 
. 7 » . , . ss i _ | Toronto, Ont., Can...... 14,607,322 12,763,945 11,941,078 my Se eT 344,152 329,432 a 
showings before advertising clubs.) troy, N. Y. ’.......--. 3,177,125 2'997,554 3°220.126 +17 +78 91,742 98.910 +4 
esi | Tulsa, Okla... eee. 7,306,286 6,751,658 6,649,168 ~9.0 —1.5 208,040 195,594 
Vokar Camera to Bow Washington, D. C., 27,751,664 25,233,759 24,703,682 -11.0 —, 830,229 776,852 —" M 
. : Youngstown, O. ....... 6,894,751 5,470,740 5,613,332 —18.6 + 2.6 158,123 153,906 st ' 
im, | Electronic Products Mfg. Cor- eonsieunet a annie fninnniaitiaahaiin snniien in . met natin - Ad 
‘ % poration, Ann Arbor, Mich., will PE cc cunedagedow 772,071,740 682,836,225 694,142,288 —10.1 +1.7 20,167,460 20,771,485 Ts 
... ‘ shortly introduce the Vokar, a new 1 Akron Times-Press discontinued Aug. 28, 1938. Tk 
be camera to retail at $15 and up. 2 Tanage of daily American, now combined with Record, eliminated from 1938 totals.  §, 
nani |While complete campaign plans $ Buffalo Times discontinued Aug. 1, 1939. 
; mia jhave not yet been disclosed, full 4 Chicago Herald & Examiner discontinued Aug. 28, 1939. 
age ; ol -ment Dy rill be 5 Milwaukee News discontinued Jan. 14, 1939. 
page announcement copy wi e | 6 Oklahoma News discontinued Feb. 24, 1939. 
}used in Nov ember issues of several | 7 News-Times discontinued Dec. 28, 1938. 
| camera publications. V. A. Searles, & Spokane Press discontinued March 18, 1939. 
formerly sales manager for Argus % St. Paul Daily News discontinued April 30, 1938 
seat ; |cameras of the International Indus- —=—=—== = : . 
: 5 nea : |tries Corporation, is vice-president ° 
al Th in charge of Vokar sales and adver-/ lownsend Gets Two Don Bernard Joins Esty R-S Products to Pollock — 
vie e own ouse tising for Electronic. Townsend Advertising Service,|_. Don Bernard, formerly with the| R-S Products, Inc., PhiladelP ; 
io ’ een i ’ om @ : Columbia Broadcasting System in|has appointed Julian G. Pou® 
_ Wilshire Boulevard — Burlington, Vt., has been appointed | hee € West Cos g 8} ducti ‘PP to. to hase 
Issues New Rate Card agency for C. H. Dana Company, |C>@rge of West Coast production,|Company, Philadelphia, ¢ 
© pelt LOS AN G E LE 5 ven) set - ' Hvde Park. Vit.. manufacturer five joined the radio department of | advertising of its Ryan oil bur 
ankee Network has issued a new | .*- > y Mibeages - | William Esty & Co., New York. and industrial heating equipme 
a 2 ; racitida card card, effective Oct. 1, incor- |! breeders’ and dairy supplies. _Farm ee Le ee re nic meiatemiaieii . Ds q —— 
; porating an increase in rates for| Papers and newspapers will be | 
|Stations WNAC, Boston; WTAG,/|used. Fitch Investors Service, | froromto} 
: | Worcester; and WTIC, Hartford;| Springfield, Mass., has named | Jmonretat GIBBONS KNOWS CANADA 
and a decrease in rates for Station | Townsend to place a campaign in | | W!*N!rEG 
ThE J - . sector 7 y , . - LONDON £ 
) WFEA, Manchester, N. H. Vermont newspapers. . =i J. J. GIBBONS LIMITED - ADVERTISING AGENTS * 
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October 9, 1939 ADVERTISING AGE 
OCTOBER ADVERTISING LINAGE IN NATIONAL MAGAZINES | MUSICAL STEELMAKERS FETED BY TOWNSMEN 
—1939-—__~* , 1938——{ ——1939-—_, 1938—— ’ & 
Pages Lines Pages Lanes | Pages Lines Pages Lines fi ‘t : 1] a: 
<TANDARD Woman's World ..........-. 12.1 8228 9.9 6,750] gi | cL. 
jean Mercury........+. 11.7 2,289 13.6 2,667 —_—_" — | mm il 
santisn MGROMIE sadessce ses 28.0 6,669 34.6 8,227 Total Group ........... 506,150 505,087 | ' SVE ee 
neatant TEED ccncece se cee 10.8 2,425 is hen WOMEN’S GROUPS 
aaa .caenataee iota de 1. 62 2679 7.7 3,282| Fawcett Women’s Group 
Sie ED cc cutiives 25.8 6.134 41.0 9.751| Hollywood ............... 28.0 11,756 23.8 10,008 
coneuin Motion Picture ........... 28.2 11,839 22.6 9,483 | 
tes ORD on viisees ca 17,771 23,927 ae . Peer ere ree 28.9 12,124 24.7 10,384 | 
> Romantic Magazine....... 23.9 10,042 19.7 8,290 | 
GENERAL “ : 07 99 9 92 | 
sare Fiction Group. ....s..- 12.5 2 804 14.8 3,307 OPN TOON sata vesicinces 27.8 11,692 24.1 10,123 | 
be nh cclaveebahesan sis 44.2 18,965 44.4 19,039 cop Be rere 26.0 10,936 21.5 9,016 | 
‘amariCne BOP csstavesesesee 11.6 7,874 10.8 7,359 | Macfadden Women's Group— 
“e erican ee 6.3 2,630 6.2 2.590 True Love & Romance.... 28.4 12,202 29.3 12,572 | 
,merican Home (National). 56.4 35,659 46.4 29,341 Pee SOD pice daws dace 31.0 13,303 28.8 12,360 | 
‘american Legion ........00- 11.0 4,702 15.4 6,602| Radio Mirror ............ 27.2 11,674 23.1 9,889 
‘aeen & DOO Esiaccvice 6.9 4,385 9.6 6,055| True Experiences......... 28.9 12,419 29.5 12,648 
poh a ey ae nee 2.8 1,221 4.3 1,872 True Romances .......... 30.2 12,955 29.3 12,550 
aban P Gardens... 50.0 31,582 37.3 23,575 | Modern Group— ‘ ‘ ! 
a Reena < 5 257 2'576 Modern Romances ........ 30.7 13,169 28.7 12,307 Bands, floats and gaily decorated trucks created a holiday atmosphere in Wheel- 
*Bi Seven Group..cccsecse 11.5 2,57 11.5 2,576 . 9 y, . “ gy 
masa’ L000 inddssvanned saved 13.2 9,001 14.7 10,013 Modern Screen ........... 33.7 14,437 32.3 13,838 ing, W. Va., as Wheeling Steel Company's famous radio stars received a stirring 
itd SABO cntdardereewcrene 7.3 3,114 10.6 4,526 | Screenland Unit— tribute from their neighbors recently. In the parade, shown above, were (left 
ra 7 5 Ser 21.0 9,023 24.4 10,481 Me y P : 
christian Herald .......... » 19.1 8,187 23.9 10,251) Screenland ............... ey S785 245 10521] + fight): Governor Howard A. Holt, Mayor John J. Mathison and John L. 
Cosmopolitan .ccccccscseess 47.8 20,521 43.0 18,460 BUVOF BoVGOM 2 ccc ccccsccn 20.5 8,785 24. 5 Grimes, Wheeling Steel advertising director. 
| msquire (National) ......... 63.9 42,930 70.8 47,556 | : — =r we 
S esquire (Sp. Edit.)......... 7.3 4,872 6.5 4,368 Total Group ......seee 176,356 164,47 
) +extension Magazine ....... 6.5 4,473 10.1 6,980) ouTDOOR . 2 staff has become a placement serv- 
P FOrtume ceceeeeeeeeeeeeeeees 77.5 48,980 74.6 = 47,163 | American Rifleman.......... 36.2 15,514 34.9 14,964 Cunard Solicits ice. About 60 per po of its em- 
“Grade Teacher .....+.++++- 15.7 6,939 23.3 10,278 | Field & Stream...........-- 43.5 18,671 38.3 16,446 . . ; ' 
House & Garden..........+- 72.0 45,516 74.0 46,779 | Pur-Fish-Game ............ 15.1 6,476 16.7 7,173 ] b H f ployes will be retained, he said, and 
House Beautiful ........... ret ae Hy Hunting & Fishing......... 14.9 6,407 17.8 7634|JODS ere for the others will receive severance 
InstructOr .eeceeee Cees vecers oll ’ «il. 24 |National Sportsman......... 16.3 7,012 18.9 8,093 ay in proportion to their length of 
} Mechanics Illustrated ....... 38.7 8,672 39.0 Beer Cee CR cwceewe 88.5 16,530 35.0 14,999 Staff Hit by War pay B propo gt 
MB Moose ...+e- eearceurttesees ° ok? its By Raps Outdoors 8.1 13,466 ae ass service. 
*Motor Boating ...-++ee+ees . , . wee TOUEROOTOINEE 20 ice ccccescces 16.9 7,252 20.6 8 san. e 
National Geographic........ 22.2 5,294 31.0 7,384 | Sports Afield DUS Sipe eS 28.5 12,221 25.4 10,894 New York, Oct. 5.—With its oper- Cancels Regular Copy 
Nation’s Business .......... 45.5 19,537 650.1 21,513 wens : ations crippled by the war, Cunard- : pene 
ip Gl ¢Nature Magazine .......... 4.0 1,731 5.4 2,331 Total Group ........... 90,083 89,046 | White Star, Ltd., broke display copy The Cunard copy said that “it is 
, } Open Road for Boys........ 7.1 3,059 10.8 4,650 . . with real reluctance that we part 
RDER 
cpesical Culture 13.2 5652 14.7 6298 MAIL O »} me anne 6 4.966 | 12 two newspapers here this week ite Gals entinen ian te that 
= ysice eae j . t Se 5. 867 7 r 7 
— [i popular Mechanics ......... 81.9 18,354 76.7 17,172|Comfort .......+.+--- ry oe. | addressed “to executives of Ameri- : : ae ope 
p 1,860 4.8 3,265 
‘$MM popular Publications Group 9.7 2,167 15.1 3,374 | Good Stories ............... 78 2641 54 3:798|can business.” asking cooperation in| iS advertisement will direct the 
+: Pa popular Science ...... peenes 18.6 17,612 84.8 18,991) Mother's Home Life......... — aa oon | slitealinen eammeniee ots ar attention of companies, whose busi- 
Ospe Redbook ..... Sseeeeteee ese -ino aaa 1b ass Total Group .........-. 8,368 ... 12,029 ia ng members Of is stat In NEW! ness at present is expanding, to 
a:b Scientific American ......++- ‘ 4 . 4! * ve . take 2 — = , these me women. They rep- 
. P*SecretS ..+eeseseeess coscee 6.3 2,715 5.5 2,347| SEPTEMBER waeersane (a iain The insertion pointed out that ol n and 43 ‘ y pa 
b>. ‘street & Smith Comb....... 13.8 3,094 17.9 4,004 |*The American Weekly..... 24. 46,392 22. 984) ‘ , resent a cross section of our entire 
LEE sunset Magazine .......... 24.7 10,578 26.0 11,159| Business Week .........--- 1125.4 53,794 85.0 36,449 due to the necessity for reduction | personnel.” 
“(109 erhrilling Group ........... 19.5 genes 17.3 4288? Collier's ie nes sank one e 144.5 98,356 416.9 hy in our trans-Atlantic and cruise| The company has cancelled all of 
a Town & COUNEFY....ccscccee 54.7 6,757 56. SESE POO. ce ceesesevreseseovsscncas 9.7 29,398 38. ,06: - : ; ; as 
ui ee Saahees as bute 37 | 8595 CRD 5.611 |Family Circle ............-- 61.0 26,154 46.7 $20,019 meee even it unfortunately | its regular advertising. Newell-Em- 
FOIE true Detective ............. 8.0 3,437 7.6 CORE PMOOOR cc ike sec sd at eeinanasie 18.7 8,029 20.8 5,906 becomes necessary to reduce our | mett Company, Buchanan & Co. and 
~(),4 WTGGNIGM cic asescveceeeveds 48.5 30,652 47.5 SO,OSO PETES svc csasscrecccsasessors 30.8 11,645 32.5 13,291 organization throughout the United | Cecil & Presbrey share the account. 
214 at a fn cee... sabiecivbsenweds *75.0 32,172 48.0 20,589 | ge, ‘ ante 
4 oe - i282 93986 679 43176| tates. Thus there are made avail-|_ ielitn a 
ae | _ Total by Ae CO 582,657 601,147 MI nssseseenasevecesessesns 38.3 93,986 667.9 43.176 | le immediately a number of office |= 
Fiilcoed Mousekeeping.........117.5 50,418 104.1 44,648| The New Yorker....---..-- (190.2 81,580 193.9 83,188| personnel whose qualifications are 
20.) Harper's Bazaar ........... 159.2 106,956 159.9 107,459|*New York Times Magazine. ae. anaes s ret outstanding.” y Rubbor Cmont 
a Bolland’S .cccsesecsecsseces 15.9 11,994 14.7 11,180 | NewSWeeK ..ccccscccccceees 64.9 27,389 ° ,<6! T. F. Grath a - 
1059Btome Arts Needlecrafts..... 5.6 3,831 6.3 BREED ccccuddatecwedeteennsees 25 (11,694 ae gr 4 = ag ge aggre An Asset to the Grophte Aste 
+SUREtrousehold ....scececcecsece 18.0 12,236 13.2 8,978 | Radio Guide .....-.+-+++405 122.5 15,308 10.0 6,338 ager, e a tne early re- SGesdep ehasna-thed —~ 
—liJunior League .........+... 13.2 8,320 15.7 9,936 | The Saturday Evening Post. +231.7 157,564 ee ae sponse to the advertising has been Popes ae Sum ond 
+29 @adies’ Home Journal....... 59.2 40,280 62.5 42,520 a yer pbabeseeeee cones ae Ryd 183 18827| most gratifying.” Numerous re-||ss ausser cement € 
Ree tt Bee aoe apgoe | Time LILLIE itiess 70/269 162.6 69,772 | Quests have already been received, | | 3430 no natsteD st 
—tiBparents’ (National) ...1..:: 48.1 20,618 47.2 20,262] *United States News........ 10.4 21,735 13.0 27,186/and the entire Cunard executive || CHICAGO, WL. 
%immeParents’ (Sp. Edit.)......... 4.1 1,745 4.6 1,970 mee . — ~ 
ePROUODIAY secaresicnecesenee 24.0 16,318 23.8 16,200 Total Group ........++- 834,798 652,307 
LSM Picture Play .........esees 15.3 6,578 12.6 5,412 | —————— . : 
LSUMmeTrue StOFY .....cccseccseees 45.5 19,511 45.0 19,292| *Figures provided by publisher. SD: nian ge MR Pele a rt lS oy ¥ Poe Ge 
+9 ONES <cvds SAceatheebesbaeee 143.7 90,847 186.4 117,795 +Five issues. , by TEE EE SRO SO FS Pas Eee oe OF RE SC Oh aS 
Ty Toman’s > é . 58. oe ° 23% "No . p in total. Me PN PPA’ EE Sat ah te ee a ae ee sy 
—jgVoman’s Home Companion. 58.2 39,583 60.6 41,238] ‘Not included Pte grey Sg Ponaae ss ) eee 
—- ye § * 3? See "Tp Shige: et Re a RE ve « eltiatad oO SRS Fs ee a ae 
+ 4) - ‘ ts “e Pi *s x 2 
45 . 176,356 lines as compared with L M Gi ewe ne Sia ad 
+1 agazines Report 164,470 in 1938, an increase of 7.2 eo cGivena hoe 
— - oO per cent. Outdoor magazines were L h Hi O : 
7 - - W 7 
va ecline of 1% also on the plus side, reporting quncnes IS n 
wey ° 90,083 lines for a 1.2 per cent gain Ad oof A 
+! in October Linage over the 89,046 carried last year. vertising gency 
art | New York, Oct. 5.—October lin- li Standard ane nrg gh New York, Oct. 5.—Leo E. Mc-| 
+ifmge in national magazines totaled ory aa stine of 98 he t Mail Givena, who has been president of | 
#2 381,385, Publishers’ Information| —"40*.° 1 ot dines also cxperienced a| press & Varley for almost two 
_—HPureau reported today. This is a| CTCC™ Magazines also experienced a | years, has resigned and formed his 
iyemecline of one per cent from the sizable a gery Ap ane lines as own agency. Called L. E. Mec- 
—ifam 395,706 lines carried last year and | CO™Pare pe lin ast year, @/Givena & Co., offices have been 
— Bis the first decrease reported by the 30.4 per cent decline. : . established at 444 Madison avenue, 
t1'Bnagazines in several months. It|, Figures and page totals for the) with Mr. McGivena as president, 
+1Brompares with a gain of 1.1 per cent | dividual magazines are shown in| ang J, Mitchel Thorsen and T. W. 
+6tifen September linage. the accompanying table. Seckendorff as vice-presidents. 
Tie, Weeklies and semi-monthlies, re-| ° oc ar Until three years ago Mr. Mc- 
+“ Morting September linage today, knight in New Post Givena was promotion manager of 
jugmrontinued to show gains over 1938; D. D. Knight has resigned as|the New York Daily News. His 
+il@igures. The current total was 834,- | director of publicity at the Univer-| “Tell It to Sweeney” series of pro- 
+998 as compared with 652,307 last Sity of Dubuque, Dubuque, Ia., to} motion advertisements has gener- 
= i", an increase of 28 per cent, | become director of public relations| ally been regarded as one of the 
7:4 Among the monthlies the general at Iowa Wesleyan College, Mount| most brilliant copy achievements in 
7 a ee , Pleasant. A former St. Louis ad-| recent years 
+18 up carried 582,657 lines, a loss} ..,.4;<; years. 
‘ie vertising man, from 1927 to 1937 he Aft " f hort ti 
‘a >) per cent from the 601,147) operated an advertising art studio eo 8 oe 
14 ©C c - a Ses . 
+B eported last year. Women’s maga- there an executive of Lennen & Mitchell, 
syueenes carried 506,150 lines, a gain of ieniotiianies he joined Briggs & Varley and soon 
Tos 9 . j 
3 2 per cent over the 1938 total of| Bunn Appointed became president and part owner. 
+ 5,087 , The vacancy created by his depart- 
RS , ' 2 C. W. Bunn has been appointed y. y P 
’ : ure from Briggs & Varley has been 
=e, men’s group magazines made} general manager of Wire Broadcast- eine top Gen Ga ' — Vv There are a large number of concerns that 
+14 t percentage showing with|ing Corporation of American, New |#¥e@ Dy the return of Marry Var- d ' f ; bdo nwall 
+1 York. Mr. Bunn is one of the pio-| ley, formerly head of the agency, render one type of service and do if weil... 
Ay neers in the development of talking| who resigned several months ago 
_ia AILING SERVICE »'ss as advertising manager of Schick THE FAITHORN CORPORATION, 
i —_——_——_- Dry Shaver, Inc. 
AH Moltigraphi illing-in | Ballard Promoted ae h d 
_! iltigraphing — Filling-in allar omote ——— owever, renders THREE DISTINCT TYPES 
—- Addressing ° Mimeographing S. M. Ballard, of the copy staff, f — onaut ond 
—® THE ‘LETTER SHOP. Inc a been appointed copy chief of} Mr. Thorsen was formerly adver- Cs Caer COG: CiQeareny 
’ . yardner Advertising Company, St. | 4;.; P ; rT 
es : - tising manager of Metropolitan rinting — and does them ALL e ll 
®. Dearborn St. Wabash 8655|/Louis. He was formerly with| wooq>i , Pp g qually 
: ; Magazine, now extinct, and held the 
CHICAGO Brooke, Smith & French, Detroit. : - ° 
lisse same post with Cosmopolitan. Later well — with less effort and less cost. 
PR nS IE TE ~~ he was associated with Edward L. 
Bernays, public relations counsel. 
lf you are planning a sales contest for either T. W. Seckendorff has been in 
Bee re See cer GIS | semi-retirement for the past few 
k 1840 Dartnell Prise Book. “This Prize Book offers years. - oy his business life 
1 specially selected prizes for salesmen (as an industrial engineer, serving 
c with a co-operati mm CORPORATION 
7 with a co-operative purchasing plan which en- seat : 
SERBOOKS Sse ees ras et 
Pollo ise prizes which you buy at attractive discounts. | vania ee ompany. e go Ss AD-SETTIN e EN e 
hane tcl npn Re better prizes and you save om / -tart in advertising as a space sales- G GRAVING PRINTING 
bur Nd man for the Washington Star, and 504 SHERMAN STREET + CHICAGO + WABASH 7820 
‘ 7 
pmep Sales Contests Send for Your Copy Today his most recent advertising post was 
—_ as sales consultant for that paper. D A y 
foqHE DARTNELL CORPORATION |is 3: sie, ihe oa New Yor Mindell itl! 
66 World and with two agencies, H. H. 
. 
0 Ravenswood Avenue Chicago, Ill. | Charles Company and Atherton & 
Currier. 
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Radio Network 
Billings Soar to 
Record Heights 


New York, Oct. 5.—Billings of 
the three national radio networks 
soared to new heights once again 
last month, with Columbia Broad- 
casting System, Mutual Broadcast- 
ing System and National Broadcast- 
ing Company enjoying a gross Sep- 
tember business that was 27.4 per 
cent ahead of the corresponding 
month in 1938. Cumulative billings 
for the first nine months of this 
year were 13.9 per cent ahead of 
the same 1938 period. 

CBS September billings totaled 
$2,565,246 for a 60.2 per cent in- 


crease over the September, 1938, 
mark of $1,601,755. Thus far this 
year, CBS business has amounted 
to $24,167,548 for a 21 per cent up- 
turn over last year’s nine-month 
figure of $19,975,532. 

NBC reported September billings 
of $3,315,307. This represented an 
11.3 per cent gain over the same 
1938 month when volume was 
$2,979,241, and was the 22nd con- 
secutive monthly increase. NBC 
business for nine months totaled 
$32,510,369. This was 8.7 per cent 
ahead of last year’s mark of $29,- 
902,724. 

Mutual shared in the upturn with 
a September volume of $210,589, 
which was 5.1 per cent higher than 
September, 1938, when the figure 
was $200,342. This was Mutual’s 


17th consecutive monthly gain. The 
network’s volume for the nine- 
month period reached $2,256,817, 
for a 20.4 per cent increase over 
1938’s $1,874,255. 


Steyskal Heads 
Junior Ad Club 


Julian E. Steyskal, radio writer, 
has been named president of the 
Junior Advertising Club of Los 
Angeles. 

Other new officers are Frank B. 
George, Charles R. Hadley Com- 
pany, first vice-president; Cal 
Baker, Baker-Tupper Company, 
second vice-president; Richard Hix- 
son, Los Angeles Engraving Com- 
pany, secretary, and Tom Maschler, 
Southern California Gas Company, 
treasurer. 


Opens Campaign for 
Sonja Henie Hoods 


Lion Knitting Mills Company, 
Cleveland, opened a campaign on 
its Sonja Henie Parka Hood head- 
wear in the current issue of Photo- 
play. 

Business papers and dealer dis- 
plays will also be used. Lang, 
Fisher & Kirk, Cleveland, is han- 
dling the campaign. 


Two Appoint Snow 


Cory Snow, Inc., Boston, has been 
appointed to handle the advertising 
of Astor Exterminating Company, 
Boston, manufacturer of insecti- 
cides, and Terminix Company of 
Massachusetts. Newspapers and 
magazines will be used for both 
accounts. 


Readers ask Engineering News-Record 
to help them place urgent orders 


The advertiser, Barco Mfg. Co., contacted Mr. 
Bray and sold a machine and several tools 
within 18 hours after the telegram was dis- 
patched. Mr. Bray says his copies of News- 
Record were back in his home office 800 miles 
away in Oklahoma City. He had forgotten the 
name ond address of the advertiser. Accord- 
ing to Mr. Bray this is a case where advertis- 


ing paid both buyer and seller. 


Gentlemen: 


In your pubdlicse 


Tr 26th, 
Howenbe +ton 
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eified eriour article in the asphalt pe 
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Construction Department 
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“MCGRAW HILL FERING NEWS REGIE 23 PUT 24 


PUBLISHING CO= 


This SOS would have gone direct to some manufacturer had 
the product been advertised in News-Record. The request 
springs from o three-year-old news article that was either 
remembered or systematically filed and indexed (an exten- 
sive practice with News-Record readers). You'd hardly expect 
a merchant to be interested in News-Record but when a 
merchant is big enough to have its own construction depart- 
ment that's something else. News-Record subscriptions go to 
three seporate Sears, Roebuck addresses. 


We look for an increasing number of requests like 
these as construction speeds up to expand urgently 
needed plant, utility and transportation facilities 
to handle war orders and orders from new markets. 

If you have something to sell the construction in- 
dustry follow the example of construction men—come 
to construction headquarters and get started right. 

The advertising pages of Engineering News-Record 
can build business for anybody with products that fit. 


ENGINEERING NEWS-RECORD 
Published by McGraw-Hill 


330 W. 42nd St., New York 
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| “DOUBLE-MILLED” BRAN 
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National Biscuit Company features Z 
“double your money back" guarantee in ? 
releasing first test copy for its new F” i 
“double-milled"” bran. This insertion ap FP © 
peared in Harrisburg, Pa., newspapers, i 


Thanksgiving Day 
Fuss Regarded as 
Mince Meat Aid | 


New York, Oct. 5.—Although th 
fact that Thanksgiving will be ob. 
served on two different dates ha 
complicated its advertising an 
merchandising problem, Borde 
Company regards the unusual pub 
licity which the holiday has re 
ceived this year and twin celebre 
tions planned in some sectors a )§ 
providing an unusual opportunit 
for selling its None Such mine 
meat. Accordingly, a heavy news 
paper schedule will be launche 
this month in 34 states and the Dis 
trict of Columbia. 7 

R. Del Dunning, advertising map 


ager of the manufactured product 
division, said that 60-line copy fo 
None Such is scheduled for 2% 
newspapers, and that the produc 
will also be promoted in full-pag 
color insertions featuring Borden’ 
entire line in Collier’s, Life ani 
The Saturday Evening Post. 


Only National Brand ae A Ce 


Mr. Dunning pointed out thi He 
None Such is the only national] 
advertised mince meat, and due © 
the unusual situation surroundin 
Thanksgiving this year, grocers at 
expected to push the product i 
order to make sales of related items 
necessary for making mince pies, 
mince meat cookies and other sea 
sonal dishes. 

Humorous copy and illustrations 
will be used in newspaper promo 
tion. Each insertion will featur 
some figure eating or admiring * 
piece of mince pie. Conversationa 
copy, comic strip style, will carty 
the selling message. 

Insertions in both newspapers ane 
magazines carry the slogan, “If it’ 
_Borden’s, it’s Got to be Good.” 

Young & Rubicam is the agency 
in charge. 


Bureau Tells Success 


of Small City Merchant 


Advertising Facts Number 2 
telling how a furniture company ” 
'a small city built up its business 0 
|consistent newspaper advertising, 
‘has been issued by the Bureau © 
|Advertising, American Newspape 
Publishers Association. 

According to the survey, Sheets 
Furniture Company, Portsmouth 
O., successfully weathered the de 
pression, a steel strike and the 
flood of 1937 by placing 95 per ceD! 
of its yearly advertising budget ” 
newspapers. 


Loan Company to Kupsick 
Budget Finance Company, NeW 
| York, has appointed J. R. Kupsick 
Advertising Agency, New York, 
‘direct its account. Metropolita? 
newspapers are being used. Chester 
|Radven is account executive. 


‘Scull Names Compton 


| Wm. S. Scull Company, Camde?, 
has appointed Compton Adverts” 
ing, New York, to handle promotion 
of its Boscul coffee and tea ane 
Scull’s coffee drink, effective J4” 
1, 1940. 
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PHOTOGRAPHIC 


REVIEW 


OF THE WEEK 


S. A. STANDS FOR SOUTH AMERICA HERE 


A Colombian coffee queen, Beatriz Sanz de Santa Maria, has been chosen 

as honor guest of the fall coffee conference sponsored by the Independent 

Grocers’ Alliance of America. The meeting signalizes the start of the organiza- 
tion's fall and winter coffee merchandising drive. 


GUBERNATORIAL POTATO PICKERS AT WORK 
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;,."9 an innocent lass who was dubbed "Miss Idaho Potato,” the governors 

 #ne and Maine, C. A. Bottolfsen (left) and Lewis O. Barrows, vie for 

“#0 picking honors at Blackfoot, Idaho. The latter retained the title he won 
" Maine last year. But both states act nationwide potato publicity. 


KISSABILITY UBER ALLES 
Sensational New Way to Color Lips! 


‘Stays On... Ends All Lipstich Smeais .. , acadees tiae Anand 


me ee ne ee ee tte we 


Princess Pak LigQuID LIP TONE 


ats HE BOGE E1GRES wae fRAreErhe OF 


The fact that Hollywood turned to liquid 

lip stick so that “stars could really kiss” 

is emphasized by Princess Pat in a news- 

paper campaign for its latest product, 
Liquid Lip Tone. 


LINKS PAST AND PRESENT 


MADISON — 
*+** PREVIEW 


OSCAR MAYER 


Presents a Madison 


SNEAK PREVIEW » 
piles tN LEN ERS 


SOON TO BE DASTRIBUTED MATIOW ALLY 


Vacuum Sealed in the Can! 
Ask Your Dealer Today 


A HEW AND REVOLUTIONARY WAT 
TO GUY YELLOW SAND WIERERS 


Mende rand Pruchod oo Mewdiwa fn 


OSCAR MAYER & CO 


Mout Packers aad Prawsscavers 


Oscar Mayer's wieners, familiar to Amer- 
ica for more than a century, are now 
being offered clothed in vacuum sealed 
cans. Initial copy on this theme has just 
appeared in newspapers in Madison, 
Wis., with expanded distribution sched- 
uled for the immediate future. (Story 
on Page 31.) 


AAO" 60 
a lk | U see 
This handsome new counter unit, consisting of a metal scroll sprayed with dull 


gold lacquer, permits the use of interchangeable black and white photographs 
glorifying |. Miller hosiery. The display was created by Kay Displays, New York. 


CLAIRVOYANCE PAYS ADVERTISER DIVIDENDS 
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In planning copy for this Hiram Walker advertisement, Sherman K. Ellis & Co. 
stuck in a newsboy and his big headline story just to lend realism. The fore- 
sightedness of the ad, however, is indicated by the fact that the insertion was 
prepared last February. Events since then make the copy very timely today. 


TRIPLE THREAT BOYS DO THEIR STUFF FOR MOTORISTS 


LUBR 
ATION 


Atlantic's versatile three little men don their football togs and smash through with their concise sales message. 
next six months 24-sheet posters of this type will appear throughout Atlantic's marketing area, tying in with the company’s 


sponsorship of leading gridiron contests. 


For the 


Herb Abbey is the artist with Benjamin Eshleman Company, Philadelphia, the 
agency in charge. 
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do you know: 


. What makes one radio program ‘“‘click” and another “cluck”’ ? 
. how to write a “STOPPER” headline? 


. how to give your “Creative Ability” a daily workout? 


. how to design “Point of Sale” advertising that makes a sale because it 


makes a point? 


. how to tell which division of the advertising business you are most 
likely to succeed in—Account executive? Copy? Radio? Space? 


Production? 


. the relative pulling power of the different types of contests; how the 
law of diminishing returns controls the total amount of the cash 
prizes you can profitably afford to give away; the minimum and 
maximum duration of a successful contest? 


. what percentage of returns to expect from the various kinds of direct 


mail campaigns? 


. how to “land an account” that spends, at least, $150,000 a year at a 
cost of only $67.83? 


WANT E Ds: Master of Ceremonies 
to QUIZ the experts — 


ADVERTISING LECTURES 


You ask the questions—17 experts will answer them 


Yes, you can conduct your own “INFORMA- 
TION PLEASE” program this winter simply 
by attending the Advertising Lectures spon- 
sored by the Chicago Federated Advertising 
Club. After each address, we will hold an 
informal Question and Answer Bee in which 
you are invited to put that night’s speaker 
“on the spot”—if you can. But provided your 
question is pertinent to the subject discussed, 
we guarantee our “Board of Experts” will give 
you an intelligent, helpful, entirely satisfactory 
answer. That’s because each of the speakers 
who will address you this season is a recog- 
nized authority in his special field. 


The Combined Experience of 17 
Experts—Yours For The Asking 


If you will consult the list of speakers and 
subjects in the adjoining panel, you will see 
that we have provided an exceptionally wide 
variety of topics this year. That’s because we 
want you to finish this season’s course with a 
comprehensive understanding of the functions 
of every department in a completely organized 
advertising agency. We want you to know the 
relative importance of each of these depart- 
ments—to see why each department is indis- 
pensable to the execution of a completely suc- 
cessful advertising campaign. 

You may be a wizard in your own depart- 
ment but it isn’t likely that you could do an 
equally good job in the 17 other departments 
in a fully organized advertising agency. Maybe 
you're satisfied to stay where you are. But you 
can never be an advertising man, in the true 
sense of the word, without a working knowl- 
edge of every division of the advertising busi- 
ness. 

You can get this knowledge quickly, pleas- 
antly, economically simply by attending this 
season's Advertising Lectures. If you don't 
hear what you want to know during the speak- 


ers’ talk—ask for the information you want 
in the informal post-lecture session. The com- 
bined experience of 17 experts is yours for the 
asking—men who will gladly tell you how to 
avoid the costly mistakes they made—how to 
get -your particular job done without lost 


motion. 
You Won’t Be Bored 


Don’t let the word “lecture” mislead you. We 
don’t like platitudinous Pollyannas any more 
than you do—we’d rather be beaten than bored. 
Come to these lectures expecting inspiration, 
instruction, and invaluable suggestion — for 
that’s exactly what you'll get. 


Try For One of These Cash Prizes 


At the conclusion of this season’s lectures, you 
will be invited to write a paper on a subject 
of your own choosing from a general list pro- 
vided. To the 12 men or women who write the 
best paper, according to the judges, we will 
award the following 12 cash prizes: 


UR | ey ere ree oe eee $50 
EE So iths a Gadd ediceas bea . 25 
Se PN icadenaaessesdiarcs a os 
4th, 5th, and 6th Prizes (each) . 10 
7th, 8th, 9th, 10th, 

llth and 12th Prizes (each)..... 5 


live in Chicago or in a nearby town provided 
you hold a paid up membership card good for 
the entire season. 


Join Now 


If you want a rollicking good time this winter, 
if you want to enjoy the stimulating com- 
p.nionship of new friends, if you want to meet 
some of today’s most active advertising men, 
if you want a clear, comprehensive picture of 
every division of the advertising business, de- 
cide to attend this season’s lectures. Join today. 


SEE DIRECTIONS BELOW: 


CHICAGO FEDERATED ADVERTISING CLUB 


HOW TO JOIN : 


If there is still something you want to know—not covered in this adver- 
tisement, telephone C. F. Southward, Hotel Sherman, FRAnklin 2100. 

2. For a paid up membership card which entitles you to attend the entire 
17 lectures, send your check (or money order) to Chicago Federated 
Advertising Club, Hotel Sherman, Chicago. (If you prefer, send your 
check for $5 now—pay the remaining $5 on or before November 8th.) 


OPENING LECTURE 


Wednesday, October 11th—Skyline Ballroom, Steuben Building 
188 W. Randolph St., 6:30 P. M. Join Now—Attendance Limited 


cmos w COLLINS, MILLER & HUTCHINGS ©. "cs" 


Chicago Federated Advertising Club 


ADVERTISING LECTURES 


October 11: | SIDNEY STROTZ, Westn. Mgr., Nat'l Broadcasting Co. 


Radio—Showmanship on the Air 


October 18: WILLIAM CONNOLLY, Adv. Megr., S. C. Johnson & Son 
How To Build A Successful Radio Program : 


October 25: ROHE WALTER, Adv. Megr., Flintkote Co., New York 
Direct Advertising-—As a Major Effort—As a Supplementary Medium 


November 1: HOMER BUCKLEY, Pres., Buckley Dement and Co. 
How To Make Direct Advertising Pay (Case Histories). 
November 8: E.M. ZUBER, Westn. Mgr., Nat. Outdoor Adv. Bur., Inc. 


Outdoor Advertising—W here it Fits in Your Sales Plan 


November 15: BURR L. ROBBINS, Vice Pres., Gen. Outdoor 


Importance of Color, Brevity, Illumination—in Outdoor Advertising 


November 22: WALTER PAINTER, Power Plant Eng. Co. 


Business Paper Advertising—Or Man’s Most Vital Interest 


November 29: H. H. SIMMONS, Sales Promotion Mgr., The Crane Co. 
November 29: W. D. MURPHY, Advertising Mgr., Sloan Valve Co. 
How To Talk Shop To Your Prospect (Case Histories). 


January 10: KENNETH COLLINS, New York Times 
How To Judge Newspaper Merchandising Value 


January 17: R.B. BARTON, Batten, Barton, Durstine & Osborn, Inc. 
Newspaper Campaigns—How To Plan and iWrite Them 


January 24: BURRIDGE D. BUTLER, Publisher, Prairie Farmer 


Farm Paper Advertising—Gateway to 40% of U. S. Buying Power 


January 31: HEDLEY SIMONS, The Chicago Cardboard Co. 
Point Of Sale Advertising—Types, Methods, Costs, Results 


February 7: FRANK GONDA, Einson-Freeman Co., New York 
What To Say on Window and Counter Display Material 


February 14: LLOYD HERROLD, Prin., Lloyd D. Herrold & Assoc. 


Kinds and Costs of Contests and Premiums (Case Histories). 


February 21: WILLIAM CARR, Western Manager, Time, Inc. 
Magazine Advertising—The High Road to the National Market 


February 28: GORDON E. COLE, Adv. Mgr., Cannon Mills, Inc. 
How To Write National Magazine Advertising Copy 
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“INFORMATION PLEASE” Keynote of this season's 
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